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For April 1939 


ANNIVERSARY NOTE 
THE LIBRARY OF THE 
To our “Associate Rapertersig3g 


everywhere: 


THE REPORTER VERS Y OF ILLINOIS 


ond year .. . with the whole 





family of direct mail magazines 
under one roof. This is the 24th 
year of father Postage and the 
22nd year of mother Mailbag. 
We thank all of you for the en- 
couragement and cooperation 
given to the lusty offspring, and 
wish for you many happy re- 


turns from your direct mail. 


Sincerely, 


as 
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A Lot of People Think 
It’s Only for Letters 


— but here are 14 other 
ways, out of many thousands, to which 
American businesses and institutions 


have put the Mimeograph to work... 
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It’s versatile—this Mimeograph. It 
can get out a daily menu for a small 
restaurant or thousands of copies of a 
financial statement for a big corpora- 
tion... And how simply your Mimeo- 

graph goes about it... Someone gets 

an idea that he wants broadcast... He 
gives the idea toa typist. She puts it ona 

Mimeograph Stencil Sheet... It’s wrapped 
on the Mimeograph Machine... Out spin 
copies—up to 150 per minute—stenciled in 
rich black Mimeograph Ink . .. Doesn’t this 
money -making.money-saving process fit your 

business?. . Adozendifferent models at adozen 

different prices. Phone the local distributor. 


—— 





























Bid Sheets 
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REPORTORIAL: 


THE BITE OF A MOSQUITO once started a 
surprising chain of events. The wasted 
husk of a twenty-eight year old confessed 
forger and confidence man lay on a bed 
in an Arizona prison tubercular ward. His 
sordid story had just been rehashed to a 
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jury... . Born of good Ohio stock, but a The Ten Important Trends in Direct Mail 4 
tempestuous, uncontrollable and unfathom- Whi ‘Were Blea: Sem Sita - 
able boy. By eighteen, had learned that ; / bene 


- forging names brought easy money; he 
* was kicked out of numerous schools into 
Easy money... hard liv- 


A Summarized review of all that’s new 


“© several jails. in Direct Mail . . . with itemized examples. 














£. ing ... wrecked before thirty. Family 

<& finally rebelled and “nensioned” him to The Reporter, with Postage and the Mailbag, is published monthly by Henry Hoke, pub- 

pe : ‘ _ | lisher, from the Direct Mail Center, 17 East 42nd Street, New York City. Telephone Num- 
Arizona ...to die or live... but to ber: VAnderbilt 6-0888. Subscription price, $3.00 a year. Entered as second class matter 
bother them no more. A dead body in November 12, 1938 at the Post Office at New York, N. Y., under the Act of March 3, 1879. 
the desert was “tied” to him. The jury 


sentenced him to life imprisonment for a 
murder denied ... saving him from the 
noose because doctors gave diseased lungs 


only a month to breathe. 
. 


The mosquitoes were terrific in the hot 
lowlands along the Colorado. The seven- 
teen “lungers” in the open pavilion ward 
fretted and fumed. The bite of a mosquito 
drove to fury this newest inmate. He must 
have money for milk and eggs—but mostly 
for screens to keep out the murderous 
mosquitoes. Impossible to cash a forged 
check in prison. He tore out of a maga- 
zine the advertisements of two curio deal- 
ers. He wrote two letters offering to sell 
horse-hair trinkets made by his fellow- 
bitten mates. Two orders ...money... 
By end of 
year, forty curio dealers were being con- 
tacted and sold by letters. Prisoners were 
organized into manufacturing groups. Milk 


screens ... milk ... eggs. 


and eggs were plentiful. Mosquitoes were 
barred. Came the blow ... a new prison 
management restricted the prisoners to 
two letters per week. 

= 


It was then that this unfathomable Jek- 
yll and Hyde learned the secret of writ- 
ing letters. Two letters a week. They 
had to be good. They had to pull. After 
years of crookedness, he learned that a 
letter with an obvious misstatement or an 
apparent exaggeration wounded itself; 
that he had to write the simple truth 
about his goods; that when he undertook 
to write nothing but the truth, he could 
do it with a force he had never felt be- 
fore. He found that the truth forcefully 
told is the only strong, lasting argument. 

He subscribed to the early magazines, 
such as Printers’ Ink and Letters. He 
studied and began to make letter contacts 
with leaders in advertising. In 1912 the 
two letter ban was lifted. His letters were 
quoted in Ad Clubs and magazines. His 
letters, sometimes sophomorically fervent, 











bristled with personality. Every word was 
like the grip of a hand to draw in a 
helper, a buyer, a friend. 

from people who wrote to him. 

Milk, eggs, air and a purpose cured 
diseased lungs. He organized prison wel- 
fare; hospital; theatre; work projects. Out- 
siders besieged him to write copy for 
them. He organized an agency, wrote 
books on letters, wrote articles. 

By 1915, the Convention of the Asso- 
ciated Advertising Clubs of the World by 
resolution urged the parole board to give 
this spirit freedom. His violent, crusading 
letters forced, a year later, the formation 
of the Direct Mail Advertising Associa- 
tion. He became the first editor of Post- 
age Magazine which appeared January 1, 
1916. The chain started by the bite of a 
mosquito was multiplying rapidly. 

The prison-song of sales brought money 
and reputation. 


He learned 


Commissions to execute 
booklets, letters, campaigns. His name was 
a byword in every advertising trade jour- 
nal. On December 30, 1922, the Governor 
of Arizona gave him “the greatest present 
in the world” ... his pardon—after six- 
teen years for murder (still denied). 
Newspapers screamed hysterically; pages 
of features about this man who had risen 
to power as “one of the greatest advertis- 
ing men in America.” Your reporter sat 
at Bill Enright’s desk in the New York 
Times office a few days ago and read these 
clippings in the amazing historical files of 
the paper with all the news fit to print. 
The free man left prison without money. 
Every cent had been spent on milk and 
eggs and projects for the prisoners. Jobs, 
adulation, speaking engagements, money 
. showered on him. He jumped here 
and there. He had no restrictions. Within 
five years he was in trouble again on a 
check charge. Behind the bars in a Pitts- 
burgh jail he told your reporter that he 
was lost in the outside world and had 
asked the Arizona Warden to take him 


back. Paroled again. More jobs. 
times Jekyll. Sometimes Hyde. 
dropped out of the picture. 


Some- 
His name 


Last summer in Chicago your reporter 
talked to him again. Fifty-nine years old 
now. The uncontrollable had: been con- 
trolled by laws of nature. He was mak- 
ing good on a job. His genius for writing 
still great. He asked me please to not 
give him any publicity. He smiled at his 
broken memories and the mess he had 
made out of the big promises of 1920. 
Hyde was dead. Jekyll just wanted to 
be left alone with what might have been. 

* 

A few weeks ago, Homer Buckley 

learned that the Jekvil too had died. 


Broken in health and lonely. 
tor Eytinge . 


Louis Vic- 
. unsung and forgotten .. . 
was buried on a hillside in Kane, Penn- 
sylvania where he has found peace at 
last. 

1 meant to quote some of the L.V.E. 
early letters and articles, but they would 
Difficult 
to record a turbulent, 
longing lifetime on a page. If any of you 
want to read them, go to your library, 
or visit the Direct Mail Center. 

Louis Victor Eytinge undoubtedly gave 
direct mail its greatest boost and incent- 
ive. Let the fact that he stimulated count- 
less others be his monument. 


make this story too long. 
but modern 


Because there has been so much misun- 
derstanding of and so many changes in 
direct mail, your reporter dedicates the 
rest of this Anniversary issue to a review 
of The Trends in Present Day Direct Mail 

. with the hope that this pre-ambling 
jump-back into the past will not bore the 
newcomers, nor cause the old-timers any 
qualms of regret. 


H. H. 
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What are the Important TRENDS 
in Direct Mail? 


THAT QUESTION is the one most often asked by visitors to the Direct Mail Center, or when- 
ever we meet people who are interested in direct mail. 


After constantly answering the question and displaying the evidence, we find ten con- 
secutive and inter-related Trends. Instead of editing this issue in the usual miscellaneous- 
item fashion, we have arranged the current specimens and information into ten groups, and 
will report in sequence. Before printing, we hope to show the manuscript to several leaders 
of advertising thovght—to be sure of being right. 


The Ten Trends Are: 


1. There is a tremendous growth in recognition of the fact that Direct Advertising page 5 
is a most potent force in public relations. 


2. There is an increasing acceptance by advertising managers of need for more’ page 8 
careful analysis of media—and there is consequently a surprising drive on the part of 
USERS of advertising to explain direct mail to all outlet sources of business. 


3. The use of direct mail or direct advertising is reaching a new high peak in clarity. page 12 
completeness and showmanship. The desire for these qualities is resulting in widespread 
and startling adoption of elaborate sales presentations for dealers and consumers. 


1. Advertisers are becoming more conscious that direct mail need not and should page 14 
not be handled like other forms of advertising—and that the strongest characteristic of 
direct mail is its adaptability to Realism. Showmanship as a term has been misunder- 
stood, and is being supplanted by the more easily understood term—Realism. 


5. There is ample evidence that the creators of direct mail realize that Truth in page 
Selling pays. Users of direct mail are devoting time to improving their sales stories by 
accepting the full implications of the statement “Selling is telling the truth in an inter- 
esting fashion.” 


—_—- 
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6. There és a definite and marked improvenient in direct mail copy. The new page 17 
generation has been freed from the shackles of old fashioned text book copy. Thirty 
nine years of testing have furnished safe guide posts. 


7. There is a definite trend toward good-natured, but not smart-alec, humor in direct page 19 
mail,—with evidence that its proper application pays. The natural rules of common 
sense, plus the fact that the world is sick of stuff-shirted seriousness, make HUMOR 


more digestible than RUMOR. 


8. There is definite evidence that the spirit of art or design has accepted direct page 20 
mail as the happy hunting ground. Twenty, ten, five years ago, direct mail was still the 
afterthought. Today, the design of direct mail is more carefully planned than for any 
other form of advertising. 


9. Advertisers have learned finally that each component part of direct mail must page 24 
be considered carefully. Advertisers (and 73% of all direct mail is planned by the fellow 
actually spending the money) are sounding out all possibilities. Even the envelope (for 
a long time the ultra in afterthought) is getting its share of attention. 


10. There is less agitation and fuss about postal matters and minor regulations; less page 26 
doubt and argument about the efficacy of direct mail; less trying to justify it. Direct 
mail is being accepted for what it is and what it can do. 


There you have an outline of the Ten TRENDS. For facts and evidence read what 
follows . . . just as it comes over the table of your reporter. 
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“Believing as I do that all forms of advertising are good and that each 
in its place is best, I think all advertising and sales-minded executives will 
welcome Henry Hoke’s able analysis of the trends in Direct Mail Advertising. 


It was my privilege to review this Analysis in proof form. 


This copy of 


THE REPORTER, unless I am badly mistaken, will serve as a valuable refer- 
ence manual to advertisers and should assist all of us in achieving greater 


marketing efficiency.” 


L. Rone Wa ter, Advertising Manager, 


The Flintkote Company, New York. 


President of The Direct Mail Advertising Association. 


TREND ONE... 


Acceptance of Direct Mail as a Tool in Public Relations 


WHAT Is a good definition of Public Relations? Bernard Lichtenberg, presi- 
dent of the Institute of Public Relations, Inc., Graybar Building, New York 
City, gave this at the last D.M.A.A. Convention: 

“Public relations are the truthful interpretation to the public of the policies, prac- 


tices and personalities of the business and of its management—so that the reputation of 
the business will actually agree with its character.” 


That definition needs a definition of the word “public’”—because your public 
(and the direct mail application) may be: 


1. Stockholders (house organs, dividend check enclosures, etc.) 
2. Salesmen (letters, sales bulletins, portfolios, etc.) 


3. Plant and office employees (house organs, bulletins, letters, pay envelope enclo- 
sures, etc.) 


4. Dealers (letters, folders, house organs, etc.) 


Present customers (folders, letters, house organs, etc. combined with trade 
papers. ) 


6. Selected sections of the public at large which are your prospects (folders, letters, 
etc. combined with trade papers and mass media) 


Management (hearing all the hullabaloo about Public Relations and 
interpreting it in terms of costly mass coverage by air or press) is at last 
waking up to the fact that direct mail is the perfect tool to reach a selected 
public to revive—(1) static items (2) static territories (3) static dealers 
(4.) static salesmen and (5) static accounts. 


STOCKHOLDERS NEED IT 


Examples: The Flintkote Annual Report to stockholders was described 
in March Reporter on page 15. Some of you may have seen last report of 
National Cash Register, definitely including sales talk and tie-in with Fair- 
exhibits. The subject of stockholder relations is so important that there is 


a book on it—‘Making the Annual Report Speak for Industry” published by 
McGraw-Hill. 


Consider two beautiful folders used to enclose stockholders dividend 


checks. One from P. Lorillard Company, Inc., New York City in four colors. 
The message inside: 


“Since 1760, the name of your Company, on a tobacco product, has always stood 
for quality and value. It is our intention to maintain the high quality of all Lorillard 
products, in the belief that we shall, thus, continue to hold your loyalty, as a stockholder, 








AMERICA’S ANSWER 


CONGRATULATIONS to the Boy Scout Founda- 
tion of Greater New York for their red, 
white and blue covered 12” x 14” brochure 
—spiral bound—containing 32 heavy sheets 
bearing bleed pictures and reverse plate de- 
scriptions. Designed to raise funds. First 
part of book ... pictures of war, training 
camps and marching youth in other parts 
of the world. Balance of book .. . pictures 
of clean results of investing in the youth of 
America. 
° 


CAMP BOOKLET 


THIS IS THE TIME of year when we be- 
gin to see booklets and circulars on Camps. 
Most of them are atrocious jobs of layout 
and printing. What a field for some good 
direct mail designers! One of the best 
we've seen is the 844” x 10%”, 40 page 
and cover, plastic bound booklet of “Teela- 
Wooket Camps”, Wellesley Hills, Mass. 

It is about perfect in logical copy, pic- 
tures and typography. Even the applica- 
tion blank and outfit order blanks bound 
in the back are models of clearness and 
good selling. Your reporter would like to 
see other good camp booklets. 














WHAT DO YOU KNOW ABOUT 
TELEVISION? 


IF YOU WANT to keep up-to-date, get on the 
mailing list of E. P. H. James of the Na- 
tional Broadcasting Company. Your reporter 
just received two good booklets —“RCA 
Television”, contains a short history of tele- 


¥. 





vision development and a condensed de- 
scription of the modern RCA electronic 
system. The other, “Television in Adver- 
tising’, was prepared to answer numerous 
questions regarding television as an adver- 
tising medium. Most of the information 
has already appeared in print—but it is 
condensed and classified in these booklets 
for ready reference. 


. 
OUR INQUISITIVE READERS! 


1 THINK you must have the most responsive 
reader audience of any publication in the 
world, for I had so many requests for copies 
of the “coal letter” referred to in your 
January 1939 issue that I have only two 
copies left in the office. 

One of these is being sent to you here- 
with in response to your request for one 
to exhibit in your new “Direct Mail Cen- 
ter.” The other I am keeping on file myself. 

Sorry I can’t comply with your request 
to send more copies, but it is all your 
magazine’s fault. 

Josiah F. Price 
614 Dominion Bank Building 
Vancouver, B. C., Canada 

Reporter's Note: Any letter that pulls 
20% is bound to attract attention. We have 
a guard stationed near our copy. 


© 








If you know our products, and like them, won’t you say a good 
word about them to your friends, as volume creates profits and profits create dividends.” 


Commercial Credit Company of Baltimore uses a two color check wrap- 


a friend, and a patron. 


per, with this message: 

“Your company buys and guarantees current open accounts and time payment 
receivables from Manufacturers, Wholesalers and Dealers. Its service may be useful to 
you or your friends.” 


Five years ago when the D.M.A.A. originated the 49 Ways Listing it 
was difficult to get samples of #7 (Direct Mail for stockholders). Today 


the files are full and getting better. 


GAS ASSOCIATION RELATIONS 


A good example of Public Relations direct mail well handled is cam- 
paign of American Gas Association. Magazines totaling 96 million circula- 
tion are being used to cover the mass. Your reporter has a portfolio measur- 
ing 101%” x 16” which opens into 4 wings, then to a spread approximately 
32” x 40” which went to all dealers urging them to “Tie in your local adver- 
tising with your strong national campaign”. It gives advance proofs of ads, 
suggests local newspaper ads, blotters, enclosures and direct mail pieces. 
Without it the Public Relations job would not be complete. 


A SCHOOL WINS ITS PUBLIC 


Whether to obtain increased taxes or just to make the school system 


appreciated, the recent 724” x 1014”, 40 page and cover booklet, produced 


by the Garden City (L. I.) Schools is a rare and wonderful example. Plan, 


photography, copy, layout . all produced within the school by students 


and teachers. Only the printing done on the outside (Country Life Press). 
It shows in interesting, informal, human style the daily life of children in 
these broadvisioned schools of today. Better to have money spent on such 
books, such projects, such vision . . . than on guns and shells. 


TIE IN WITH SALESMEN AND CUSTOMERS 


Read the mimeographed bulletin sent by W. J. Aulsebrook, assistant 
sales manager of Sérvel, Inc. to salesmen: 


NEW HOUSE ORGAN 


We are attaching the first issue of the new “Servel High Side Lights” which we 
think will be of interest to all of our customers. The change from the simpler, more 
informal “bulletin” type of house organ was made so that the piece might serve more 
effectively as a sales tool in the hands of the salesman. 

It is our plan to run an issue of this character every three or four months through- 
out the year, depending on the volume of material available. 

This is YOUR PAPER! YOU are the reporter for your territory! 

We can print a SERVEL paper filled with editorials, plugs and gerieral factory facts, 
BUT if “High Side Lights” is to be NEWS from the field, YOU must cooperate with us. 

Don’t hide your light under a bushel! When you sell an unusual job, or a big job— 
send us the story. Send pictures if you can—even kodak pictures will help, but give us 
a story anyway. 

Remember you expect to benefit by using the other fellow’s job as a lever to sell 
your prospects. Reciprocate by giving him the same help! 

You will notice announcements of the new “Silver Fleet” line in this issue. We 
know you will want more details. If you’ll just be patient we'll give you the “Works.” 
We will mail the new catalog and price list within the next three or four days if our 
printer keeps his promise. 

Watch for it! It’s the biggest news in refrigeration circles for 1939. And I do 
mean BIGGEST! 


Is that good Public Relations? Wesay YES! If more advertising man- 
agers would view every letter, every folder as a public relations problem, less 
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horrible blunders would be perpetrated. Remember the two-letter-a-week 
limitation of Louis Victor Eytinge. 


AUSTENAL DOING UNUSUAL CONTACT PROMOTION 


John Mannion, advertising manager of Austenal Laboratories, Inc., Chi- 
cago, Illinois sends your reporter first 1939 issue of “The Austenal Distribu- 
tor’. It is perhaps the most unusual house magazine, or public relations 
project, in existence. Mailed every two months. Punched for binding. A 
printed cover—but all the rest is “flexible”. That is, during each two month 
period, John saves mailing pieces, news about his industry, copies of speeches, 
sales reports, etc. They are mimeographed, planographed, printed, or what 
not. John has used every process of production. Then, when it is time for 
mailing, all sheets are bound together with a silk cord. Dealers and salesmen 
know what has happened and what is planned. Permanent information can 
be removed and placed in binder. Good job of “public” relations. Don’t 
take our word on it, for Austenal has placed several years in Direct Mail 
Leaders and Chicago Direct Mail Club just gave Austenal advertising first 
award in their new and clever monthly contests. 


% & % 


We could go on indefinitely. Case after case. But watch and study this 
Trend in your own work. You have no Hitler to stop you. Truth and good 
taste are your only restrictions. Direct advertising is a growing and potent 
force in public relations. Consider it so with your public no matter what 
the size of it may be. 


Wednesday After 
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RRR os eee ape A aia ae Bala aa ea a ddl Be eat Bt i 8 FV Eyes A 








* 








um” 























WEBSTER CALHO ; 








What happe 
pretty much 
What the work 
as @ result of . 
capitulation of 1 
something else ¢ 
adding to the Mi 
ten on the crisi: 
to answer that. 
emphatic warnir 

They are “Be 
Europe” by G 
“Europe in R 
Michels Dean. ~ 
ten by a vetere 
spondent and the 
search director 
Policy associatic 
the same concl 
we May expect 

We may exp: 
is SO, Says Mr + 
because the 
,French sold 
Czechoslovakia 
| a Smoke screer 
ties to do it. 
Dean, becaur 
}at Munich w 
from Hitler 
morrow or e" 
limits of Ge) 
pasion. 

The result 
ident, namely 
territorial ag; 
fighting. The 
end of this. 
democracies, [ 
now, is a new 
fascism, som« 
|}mere lip servic 

Another book 
derstanding of t 
scene is “An 
Affairs” by J F 
with 74 gray 
test, it spe’ 
backerce™ 
to: 7 































THAT'S 
wHere I 
DISAGREE WITH 
You! I STAND BY 
THE MISFORTUNE 
MAGAZINE 





m™ 

A STRAIGHT 
JALLOPY MAN! 
I ALWAYS VOTE 
ACCORDING TO 
THE JALLOPY 

SURVEY OF 
OPINION 8 










'M A RADICAL 
BUT I ALWAYS 
VOTE ACCORDING 
TO THE NUMBER 
OF LETTERS AND 



















oa a Ps 


} ‘rigi j e ’ 
Behind the Seeve- * ee gro ae 
. a 


ser" 











From his retreat in Tallahassee, Florida, Kenneth Goode sends your reporter 
the above clipping from “The Daily Democrat” with a penciled notation: 
“A dandy illustration for you. Government’s going onto a mail order basis.” 





NOW IT CAN BE TOLD... 


IS THE APPROPRIATE TITLE of a most beauti- 
ful folder—in true color—to tie-in with ari 
inside slogan “Now it can be sold”. 








Now | 











Piece issued by Winter-Drittel, Inc., 1350 
Broadway, New York City, to announce “a 
great merchandising story’—a line of 
American Beauty Housecoats made of 
Lady Pepperell Fabric. Done by offset— 
the inside spread gives color reproductions 
of the styles offered. One of the best dress 
manufacturers’ pieces we have seen in a 
long time. 


DIRECT MAIL CENTER 
PROVING POPULAR! 


SOME SIX HUNDRED PEOPLE have visited the 
Direct Mail Center since it opened on 
March 6th. Out of town visitors were not 
expected in quantity until after the Fair 
starts, but already seven states have been 
represented — with several visitors from 
England and the Netherlands. The ample 
quarters are being used in the evenings 
for meetings. Bookbinders and Rulers 
Association met here on March 23; Alumni 
of N. Y. Ad Club Advertising Course on 
April 4. The Photo Lithographers Asso- 
ciation on April 20. The famous Man 
Clinic, sponsored by the Sales Executive 
Club meets in the Direct Mail Center every 
Monday evening. There have also been 
sales meetings of Addressograph-Multi- 
graph; The Elliott Addressing Machine 
Company and Curtis 1000. We pass the 
word along again that the Center is 
available for meetings. All material de- 
scribed in each monthly issue is on dis- 
play. At present there is a display of Sales 
Presentations—loaned from the American 
Management Association. 











HOUSE MAGAZINE FROM 
SPAIN 

AN EIGHT PAGE 9%,” x 12%4” magazine is- 
sued by R.K.O. branch in Spain .. . con- 
taining a promotional folded broadside in- 
sert and protected by transparent paper 
cover. We can’t read it, but it looks good! 
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El 28 de Julio 
se cumplio un ano 
de la muerte de 
Don 

ROBERTO 

TRILLO 

BARRON 








THE ADVERTISING WORLD 

A SALUTE to the Oldest Established Adver- 
tising Journal in Great Britain. Your re- 
porter is away behind the times .. . be- 
cause he has just read his first copy (Vol. 
70, No. 6) of The Advertising World. It 
is published by Cosmopolitan Press, Ltd., 
18 Fetter Lane, London E.C. 4, England. 
Even if we had not found and read the 
excellent digest on page 69 of the GIANT 
article from May 1938 Reporter, we would 
say that The Advertising World is the best 
constructed and arranged advertising jour- 
nal in the world. 


It seems absolutely impartial and it has 
definite, separated (reporter style) depart- 
ments devoted to newspapers, magazines, 
trade papers, radio, direct mail, outdoor, 
films, agencies, art, typography, etc.—33 


departments in all... and easily found. 


Maybe such a journal would be too big 
to handle American Advertising . . . but 
there’s an idea for some publisher. Your 
reporter is too busy watching direct mail 
exclusively. 


ANOTHER VOTE! 


YOU ARE DOING a fine job on The Reporter. 
Let me add my vote to those in favor of 
the format. 

Peter Becker, Jr. 

The Standard Press, Inc. 

930 H Street, N.W. 

Washington, D. C. 


& 





TREND TWO... Careful Media Analysis 


THERE IS an increasing acceptance by almost all advertising managers of 
the need for a more thorough analysis of all media and there is consequently 
a surprising drive on the part of Users of advertising to test the possibilities 
of direct mail in all of its uses and to explain direct mail to all sources of 
business contacts. Perhaps a complicated definition of this Trend, but it 
should be evident. Ten years ago, even five, direct mail had to be promoted 
by the producers. Today the shoe seems to be on the other foot. Let’s look 
at examples. 


SALES AIDS FOR THE DEALER 


Take the recent Flintkote 8144” x 11”, twenty page booklet for dealers. 
It is a simply written a-b-c textbook on selling. We've taken the liberty of 
digesting some of the direct mail information given to dealers. Some of you 
may want to use a similar style. 


Direct Mail, well-planned and consistently used, is probably the most effective, 
inexpensive, and powerful sales weapon at your command. 


Direct Mail has often been likened to a well-aimed rifle shot directed at a known 
target. 


Every Flintkote distributor has a prospector’s problem. It requires more than the 
assurance of “thar’s gold in them hills” to excite a practical engineer. “What does it 
assay a ton?” he wants to know. 


Prospectors in any market are up against the same problem. An obvious, although 
often neglected step consists of an effective control of the flow of direct mail to make 
certain it reaches the people in the market at any given time who are logical better- 
than-average prospects. When the user of direct mail precedes its use by a careful 
selection and weeding through the lists of prospects, he is making certain that there is 
gold in the hills and that his expenditures will pay out at a profit. 


Direct mail advertising can fail miserably if the mailing list is faulty. Mailing 
lists should, in every sense of the term, be prospect lists. If the people listed are not 
prospects, the most elaborate and well-conceived direct mail campaign is doomed to 
failure. A good mailing list of logical prospects, built and maintained with the greatest 
of care, is a very valuable and tangible piece of property. 


Direct mail advertising, as used by leading merchandisers of building materials, may 
be classified into three major divisions: 


1. Personalized sales letters 
2. Mailing cards 
3. Printed folders and booklets. 


Flintkote offers distributors an unrivalled and nationally endorsed line of these three 
types of direct mail materials. 


CUSTOM-BUILT LETTERS 


Certain sales, market, or climatic conditions necessitate the use of specialized letters 
for maximum sales returns. In such instances, do not hesitate to call upon the Flintkote 
Advertising Department. As in the past, this group of advertising specialists will gladly 
assist you in every way possible. 


The most effective direct mail letters ask for action! The enclosure of a business 
reply card, a government post card or a business reply or stamped envelope leads to 
action and makes it easier for the prospect to ask for an estimate, for samples, or the 
supplying of additional: information. 


Blotters, too, are effective and relatively inexpensive. They are used as enclosures 
in direct mail letters, statements, and general correspondence with good effect. 


Both return cards and blotters are also useful when left by salesmen in house-to- 
house sales work. They tell a brief sales story and register your name and address with 
prospects. 
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The most efficient use of direct mail occurs when the user appreciates its limitations. 
Direct mail, by itself, no matter how excellently prepared, seldom produces sales. That 
is not its function; it is expecting too much to anticipate such miraculous results. 

(Reporter's Note: Flintkote is talking to roofing dealers, not direct sellers.) 


Direct mail is the advance agent; the missionary man. Direct mail’s chief function 
is to arouse interest; to familiarize the prospect with the name of the product, its merits, 
and the name of the local distributor; in other words, to predispose the prospect favor- 
ably so that closely geared-in personal selling is more productive in sales returns. 


Flintkote offers a complete line of product folders, each featuring an individual 
product, for use in the following ways: 


1. Mailed out individually or included with sales letters, bills, and announcements. 
Mailed out in answer to inquiries received by telephone or mail. 
Left by salesmen after a call and when a prospect is not at home. 
Displayed in ‘ 


ww KO 
. . 


‘self-serve’ racks in offices, showrooms, and exhibits. 
Handed to interested prospects at shows, fairs, and expositions. 
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Not much chance of misunderstanding that explanation (well illustrated 
and captioned). 


A COLOR PLAN FOR CIRCULARS 


Wouldn't it be a fine thing if every once in a while every advertising or 
sales manager would sit down and dictate an explanation of his advertising 
methods? Your reporter would be glad to be the “father confessor”. This 
explanation should give some of you an idea. 


This Company does considerable direct mail advertising—-consisting of a house 
organ, TRUMBULL CHEER, and four-page circulars which describe and illustrate some 
of the principal lines of our product. 

The general layout of TRUMBULL CHEER may possibly be subject to some criti- 
cism, but we have kept this form intact for many years, with only minor changes, 
because in the electrical industry this little publication has become more or less of an 
institution. It has been distributed monthly for 32 years without interruption to 
approximately 40,000 names. 


The circulars speak for themselves. The color plan, as described in the first article 
of the March CHEER, is yellow for Switchboards; green for Panelboards; Feeder Dis- 
tribution Systems in blue; Enclosed Switches, red; Control Equipment, orange; Service 
Equipment, purple, later to be changed to blue. You will notice that there is a uni- 
formity in method of approach in all this material. 

We distribute these as issued first in TRUMBULL CHEER to the mailing list that 
would be interested in the specific circular. Then several thousand of them are sent 
to jobbers in various quantities for distribution among their salesmen and trade—a defi- 
nite quantity has been designated by each distributor. Then we have what we call 
“packets”—several hundred of them in the hands of men with our distributors—in which 
is furnished an index so they can keep them on file. This packet includes envelope 
stuffers. We normally print about 40,000 of each circular issued and keep them up to date. 

We are sending this literature to you because you ask your readers to send literature 
for criticism. We will not feel badly if your comments are critical. 

L. L. Brastow, 
Director of Sales Promotion, 
The Trumbull Electric Mfg. Co., 


Plainville, Connecticut. 


Reporter's note: Don’t change your house magazine. You are doing tco 
good a job for anyone to be very critical. See later trend on design. Change 
gradually. First impression of your circulars is that they are stereotyped. 
More modern design would improve them but don’t go too far the other way. 
One manufacturer just showed me a new dealer circular with new showman- 
ship design which pulled dealer requests for 60M, compared to his former 
style (same type copy) which pulled only 15M orders last year. Keep ques- 
tioning, and good luck. 








SEPARATE SHEET BOOKLETS 


THATS A DUMB HEADING, but can’t think of 
a better one to describe a new tendency 
we ve been noticing. Booklet pictured here 
measured 9%,” x 10” with an overlapping 
two way cover. Inside spread a birds-eye 
map of Yale Farms (a realty development). 
Bottom center of spread a folded pocket 
containing six separate sheets, 914” x 9%" 
—each bearing beautiful pictures and de- 
scription of some part of development. All 
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books have standard details of restrictions, 
prices, terms, etc. Very attractive. Your 
reporter notices that Hinde & Dauch (au- 
thority on packaging), Sandusky, Ohio, 
did the same thing in a recent portfolio, 
with a series of eight inserted cards—each 
bearing an illustrated and described pack- 
aging idea. 


Remember these cases! The prospect, 
if interested in only one item, can throw 
the rest away and save the one sheet. On 
store promotions, for example, a woman 
can tuck one sheet in her pocketbook and 
so get it. In fact, we’ve known them to 
do it. 


SWORD-BOX ... 
BODILESS GAL! 


DON RAIHLE of Minneapolis just re- 
minded the D.M.A.A. office that he has 
stored at Newark, the equipment for the 
two great illusions which he used at a 
sales conference after their prior use at 
the Showmanship Convention. Sword Box 
. .. put two girls in a casket and pierce 
with a dozen swords. Girls come out un- 
harmed. Other one an elaborate stairway 
on which mysteriously appears smiling head 
of a bodiless girl. Who wants to buy 
this equipment? Don used sword box to 
show salesmen it didn’t pay to knife com- 
petition (always came back smiling). I’m 
a little hazy about the head on the stairs. 
But it’s wonderful! 











ECONOMIZE ... DON’T 
ELIMINATE! 

IN REFERENCE to your novel article on house 
organs and the illustration in your Decem- 
ber issue on the same subject I am here- 
with enclosing the last 2 issues of our 


house organ, Congoleum-Nairn Sales. 
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I thoroughly agree with you that a prop- 
erly edited house organ is the strongest 
link between manufacturer and the trade, 
and also between manufacturer and labor. 

These two issues of our house organ 
demonstrate our efforts in that direction 
with a rather economical budget. 

I thought you might be interested. 

WV. Mark Sulkes 

Ed:tor, Congoleum-Nairn Sales 
Congoleum-Nairn, Inc. , 
Kearney, New Jersey 

Reporter's Note: You bet I’m interested 

. and glad to get your specimens which 
clinch the argument advanced in December 
issue—to wit: 

“House magazines represent one of the 
strongest links in the chain of direct mail 
contact. Too often they are the first victims 
of false economies originated by directors 
who view with alarm the expensive appear- 
ance. Rather than elimination ... your 
reporter suggests production economies. 
And there can be good showmanship and 
salesmanship . . . in economy.” 

The Congoleum-Nairn effort is superior 
economy. 

: * * ® 

Incidentally, I salute Mark Sulkes for 
joining the  name-typed-under-signature- 
crusaders-club. His signature (like your 
reporter's) would be of doubtful verbage 
unless translated. Are YOU having your 
secretary type your name under place for 
signature or at left of letter before typist’s 
initials? Jt may be a little fiddling detail 
. . « but it will get you good-will! 
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MORE QUESTIONING NEEDED! 


This item belongs in this trend—but it is a disease, not a trend. George 
Gaw of Chicago recently brought your reporter the result of a survey made 


by a friend of his. 


Here it is. Read and weep. He clipped 100 coupons 


from eight magazines. Replies were received by the following schedule. 


Number Number Number Number 
of Days of Replies of Days of Replies 
© ee cecenweedeséetsseuseeuat 2 Pe ctnnnduwesduesesceenaneede 4 
rerrrrrerrtTr TT TT TTT 13 De sstisseedukedessdegneagees fs) 
© stced dens beh heeeebeneeeeen 9 DD osetia enesddeeeneesenneees i) 
DS vicadaaceansedendeadsunees 10 ST avtdkinedkiscckewenerseeeeees 4 
(OTP reTeTrreTrT iri TT Tre 7 PPT eTeeeTTr eT Tere Tre TT 1 
a 6 a at i aa ie ai ice a 4 
aD ee rrr 6 BE 4006esd0nsdn0sensdevavaoes i 
ee 9 DD 660606.06060060080000000608 ] 
OD camteeagnanaasaeseunenins 5 No Amswers ....+++e+eeeeees 7 
it ctvecenehsnekaseedesoeuenes fs) 100 


And when these hundred concerns got their inquiry—what did they do 
about it after the first routine answer? Here are the figures: 








No. of No. of No. of No. of 
Follow-ups Companies Follow-ups Companies 

SPCC OTRO C ET CT CCT CTT TT 7 D 66h bees bb s6 en 6060060006408 2 

1 (Answer to inquiry only).. 52 6 HERSROCARSHRED SON CHEE NSEYS 3 

> 29 | <sleweieweiesaeankwned 1 

OE eet eet wre Le Cee DD inkadncmcievvavensungawees ] 

Bs eeeeeesseseeeeeeeeereens 9 DR ckdceninitevnntianeannin 1 

© éhin din eeeddecuasivenan ven 2 100 


In other words, only forty four answered in one week. Incidentally, 31 
sent booklets without any letter; 38 sent non-personalized process letters. 
92% sent only one mailing. . Only 5 out of the 
100 sent a salesman. 94 of the coupons carried some sort of key code so 
advertising manager could brag or weep about number of returns. For what? 

This goes on day after day. I submit the suggestion that the publishers 
band together to teach the advertiser what to do with the “returns” he gets. 
Perhaps it would be a better crusade than blaming the consumer for the 
present skeptical criticism of advertising. 


and then dropped it. 


PARADE TO PROFIT! 


We cannot complete Trend Number Two without praising the dealer 
educating portfolio, 11144” x 15”, 19 pages and cover, issued by York Ice 
Machinery Corporation, York, Pennsylvania. Direct mail pieces tipped to 


each page. Printed headings, such as: 


Business is in the Cards; Send these out ... to bring them in; Direct Hits with 
Direct Mail; Look Inside . . . for the inside story; Cold facts that make hot Prospects; 
Point-by-point description of Yorkaire Profit Makers; A telling Job . .. that does a 
selling job; Air the Yorkaire Story ...on the Airwaves; Break into print ... and 
break into Profits; An ad that adds up the whole line; Signs of Better Times: Proofs 
that prove plenty ... to your best prospects; The line-up to sign-up. 


I like the idea of putting the explanation to the dealer about each divi- 
sion of the campaign on an extra blue-tipped-in slip, such as: 


Dial ‘°em ... then file ’em! Lincoln’s office was in his hat ... but you can’t do 
business that way today. Here’s a handy Prospect File card to keep an up-to-the-minute 
record of every prospect ... how he reacted to your salesman’s phone call, the date 


you mailed literature to him, whether he’s hot or cold. Telephone solicitations often 
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eliminate waste foot-work. These cards are 50c per 100.. 
Solicitation Card.” 


. order as “Telephone 


I like the last page—“The line-up to sign-up” 


Direct this Yorkaire promotional material where it will do the most good. Direct 
it to the “naturals” ... the businesses and institutions to which air conditioning is 
becoming a real necessity. But remember—‘one-shot” campaigns will not produce sales. 
Use each piece of literature . . . each advertisement . . . to promote Yorkaire and your 
company to the prospects in your territory. Your own locality may differ from the 
national picture . . . but here, country wide, are the first ten markets for Yorkaire: 


1. Restaurants; 2. Offices (Business and Professional); 3. Small Stores (Apparel, 
Shoes, Jewelry); 4. Drug Stores; 5. Beauty Salons and Barber Shops; 6. Department 
Stores (Sections or Departments) ; 7. Hotels (Suites of Rooms, Grills, Bars) ; 8. Funeral 
Homes; 9. Fur Stores; 10. Hospitals (Operating Rooms and Clinics). 

Secondary classifications are then listed. This trend to analysis and 
explanation is getting stronger and stronger. Long may the Parade to Profit 
continue on the march. 


40 HINTS FOR IMPROVING SALES INEXPENSIVELY 


This trend of analysis and questioning goes much deeper than direct 
mail. Get a copy, if you can, of the 16 page, 814” x 11”, two color booklet, 
distributed by the Consolidated Edison Company of New York, Inc., 4 Irving 
Place, New York City. Henry Obermeyer, super public relations direct mail 
user, might dig up one for you. 


A beautiful job of analysis and of explaining how New York merchants 
can make more money out of better lighting. Interesting too is chart esti- 
mating how New York sales may jump this summer—based on experience of 
Chicago Fair. 


HOW TO INCREASE RETURNS TO A QUESTIONNAIRE 


Jimmie James of National Broadcasting called the other day to find if 
we knew any really new wrinkles to increase questionnaire returns. He said 
that they get 214 times more replies when they offer some sort of gadget. 
But he warned that the desire for a good gadget tends to invalidate the quality 
or dependability of the answers. Any other ideas? But the trend is here 

. more careful analysis. 


REGAINING LOST CUSTOMERS! 


In this trend for questioning, we find more examples of department 
stores going after old customers (Jules Paglin’s song of the soul of retailing). 
But they are so jealous of their “secret”. Hard to get figures. No names. A 
recent, authenticated case: metropolitan department store sent letters to 6500 
former customers who had not purchased since 1936. Fifteen hundred replies. 
$21,000 regained business within 3 weeks of the mailing. Isn’t it about 
time for retail stores generally to go after lost business instead of constantly 
going after new? Your reporter has been buying shoes from one company 
for ten years. I have never yet received a card or a letter. Someday I’m 
gonna get sore. 


CHANGES AND IMPROVEMENTS! 


This discussion of Trend Number Two could have no more fitting wind 
up than “The Back Yard” editorial by Paul Talbot (you-know-his-right- 
name) on the back page of April 8th issue of United Business Service weekly 
forecast. Read it and remember the need for constant analysis. 


I believe most all of us are inclined to look upon banking as one of the most 








WIDE ... AND NARROW 


PRIZE OF SOMETHING or other for most 
humorous letter received by your reporter 
on the format controversy goes to W. P. 
Boyd School of Business Administration 
of The University of Texas, Austin, Texas. 
Salutation was centered. There was a 
wide column typed at left. A narrow 
column at right. Both columns are too 
good to keep. 


BUSINESS AND BOUQUETS ... a 
wide column. 

Please look up these stencils and re- 
check the status of my subscription. The 
Reporter is too rich for a double dose— 
but I’d rather pay for two than to have 
none! 

If in a coma of professorial absent- 
mindedness I answered two subscription 
appeals, please string them out end-on-end 
rather than concurrently. 

Material from Direct Mail Center has 
long constituted the best, most concentrated 
teaching material I could find for my work 
in business correspondence and direct-mail 
selling. 

A suggestion: Why not call up Ed 
Kilduff at NYU for details (he’s president) 
and give a news paragraph to the organi- 
zation of the American Business Writing 
Association—an academic group of college 
teachers in these specialized fields? From 
different viewpoints we have much _ in 
common. 


BRICKBAT . a little column. 

Your editorial use of . . . in place of 
most any mark of punctuation and some- 
times where no mark is needed gives me 
a case of Mark Twain’s old-fashioned 
fantods. Grown-up readers can take one 
of your smooth sentences in stride. Why 
break the rhythm and verse into baby- 
toddle steps? At the wrong places? 

Ever see a high-school girl who used a 
dash for everything? 

Hell ... maybe ...IWIm... wrong. 


DIZZY COLORS 


DID YOU KNOW that some color combina- 
tions can make you sick in the stomach? 
Your Reporter is sick right now . . . look- 
ing at an advertisement of a paper mill (of 
all things) which is printed on_ bright 
green stock. The heading and name sig- 
nature are printed in bright red. Careful 
investigation reveals that the two line 
heading starts “When Do You Plan Your 
Next Advertising Job, etc.”—but the way 
the red letters jump around on the green, 
it might as well be set “Hwne Od ouy 
Lpnayuor Ex——.” 

Use color only to attract favorable at- 
tention. 


ll 











ANOTHER IDEA FOR THE 
H.O. EDITOR 


YOUR REPORTER may be having too many 
items about house magazines this month 
. . . but the mail seems to be full of 
them. Two magazines are illustrated here 
to show how to make an interesting cover 
by making a spread out of front and back. 
Many possibilities in that system. The Esso 
Varketer is the h.m. of The Esso Mar- 
keters, 26 Broadway, New York City. It 
is published monthly by the Sales Depart- 
ment. 


Phe Esso 
Marketer 


December 1436 





H. R. Laudermilk of The McCormick- 
Armstrong Company, Wichita, Kansas, sent 


us “Impressions” with this letter: 


“While I may never be able to prove 
that I have benefited any from reading The 
Reporter I can, by this letter, prove that 
I read The Reporter thoroughly enough 
to catch your concealed appeal to house 
magazine editors that your name be placed 
on the mailing list at your new address. 


“Insofar as regularity of issue is concerned, 
our house organ, ‘Impressions, is dnother 
example of the cobblers’ childrens’ shoes. 
Despite annual resolutions that it would 
appear bi-monthly, we usually manage to 
get out about five issues per year. The first 
one for this year was the February num- 
ber which, though it was mailed February 
1, comes to you with this letter.” 


1939 FEBRUARY peer = 
ene tee 
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26 Be mPRessions 


Reporter's Added Note: For the benefit 
of Mr. Laudermilk and others, we reprint 
Harry Higdon’s (Phoenix Flame) rules for 
House Magazine Editors—given at Chicago 
D.M.A.A. Convention. Rule eight is im- 
portant. (See opposite page.) 
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stable and unchanging of all types of business enterprise—and rightfully so. 
But Rand McNally & Co. in announcing their new semi-annual Bankers Directory 
lists the following changes since the fall edition in 1938: 


477 banking offices deleted 
4,367 changes in directors 
49,756 changes in officers 
99 changes in Bank names or locations 


Also striking is the statement from Poor’s Publishing Co. that over 60,000 impor- 
tant changes occur each year in the names and addresses shown in their Register 
of Directors and Executives. 

The casual observer has little conception of the great number of changes that are 
taking place all around us all the time—in banking—in industry—in the arts—in 
methods. 

Things that are commonplace today were unknown a few years ago, and many of 
them will in turn be replaced by still newer products: not yet out of the laboratories. 

The price of survival in this competitive world of ours is indeed ever-continuing 
improvement. 


Speaking of changes, your reporter got a chuckle out of a letter from 
Hig (that’s Harry Hidgon of Phoenix Flame). In spite of fact that Hig 
changes format of his magazine every month, he refused to accept air travel. 

I caught a plane out of Columbus, and was back in Chicago in time for dinner 


Friday evening. My first experience in the air ...IHI’m now an old and experienced 
\ # y 


aviator. [I wonder why people still travel around on the ground. 


TREND THREE... More Elaborate Presentations 


THE USE of direct mail or direct advertising is reaching a new high peak of 
clarity, completeness and showmanship. The desire for these qualities is 
resulting in widespread and startling adoption of elaborate sales presenta- 
tions for dealers and consumers. 

Unless we go arty or Fortunesque (which we will not) it is impossible 
to cover the subject of presentations in a mere magazine. Around the Direct 
Mail Center are some seventy five complete sales presentations—and more 
coming in daily. Each requires visual and mental study. These 75 presen- 
tations represent an‘ investment conservatively estimated at a half million 
dollars. There are super extravagant ones ... and the very simple inex- 
pensive type. All did a job ... and they show a trend. Ford, Congoleum, 
Westinghouse, [ron Fireman, Link Belt, Hart Schaffner & Marx, have those 
new-fangled transparent printed-on-Acetate overlays, which show a product 
being built up or taken apart. 

These portfolios are designed to teach or enable salesmen to sell either 
to dealers or consumers. Some are for a definite sales objective, or represent 
a year’s program. 

The rules for a good portfolio are these: 

a. Plan logically and clearly. 


b. Don’t make too complicated or too bulky for the purpose. 
c. Don’t have any portfolio unless you need one or can make it right. 


There are few sales efforts which cannot be improved with a planned 


sales presentation some place along the line. 
Let’s mention two examples: 


THE PARADE OF THE WOODEN PENCILS 


Camden Fire Insurance Association (Clark W. Smitheman, advertising 
and production manager) sent announcement of the new Camden Fire Check- 
Up Plan Portfolio inside a mailing tube with wooden plugs inserted in either 
end, one sharpened and tipped in black, the other stained red to resemble 


























an eraser. Black bound portfolio followed—packed in wooden box. 


18% of Camden Fire’s agents responded within one week of the pencil- 
tube mailing. The Check-Up Plan explained in a series of bound-in-sample- 
folders is a tested method of selling which was found profitable in two 
previous direct mail campaigns. First introduced 1935 with Camden Fire 
Fighters Campaign and further refined in the Camden Fire Works Plan of 
1937, both of which were awarded places in the “Fifty Leaders” of their 
respective years. 


The theme is now extended to embrace every form of advertising fur- 
nished for agents’ use, including a newspaper advertising mat service, memo 
books, blotters, calendars, posters, window displays, indoor signs, big business 
survey plan, protection stamps and envelope enclosures. The portfolio is a 
catalog for agents use in selecting the media they need for their own Public 
Relations Program, with suggestions for sales strategy. 


Reporter's note: Get that Public Relations phrasing. It was used by 
Mr. Smitheman in his report to us. 


A HOTEL PRIZE WINNER 


Adrian Phillips of Chalfonte-Haddon Hall, Atlantic City, New Jersey 
won an award at recent Chicago convention of Hotel Sales Managers Asso- 
ciation for best individual piece of Direct Mail Literature. It may be the 
best of any kind of sales presentation judged by concise, cataloged wording 
and arrangement. A good example of simple but substantial sales presenta- 
tion. In Adrian’s explanation to your reporter, he said: 


Hotel men agree that “word-of-mouth” advertising from satisfied guests is the 
best of all advertising, but there is one media of advertising universally used by all 
hotels—direct mail. 


At Chalfonte-Haddon Hall we have utilized an original direct mail approach to 
establish a productive relationship between travel agents and this great resort hotel. 


Preceded by a friendly letter to agents, there followed ten days later a compre- 
hensive general information folder—impressive in both appearance and completeness 
of content. Bound in red Tweedman cover, double thick, with an envelope of the 
same stock, medium weight, it is loose-leaf (Kamket System), contains eight heavy- 
weight pages in sepia and red, clearly “cataloging” the facilities, services, charges and 
pertinent information. A letter bound at the back states the agency policy, with a 
pictorial booklet of the hotel and one showing views of the hotel’s Locust Grove Farm 
which provides rich Guernsey milk and cream for Chalfonte-Haddon Hall guests. 


In the front of the presentation is a pocket to house a compactly arranged tariff 
sheet which shows also a floor plan of the hotel visualizing room locations. As seasonal 
rate changes occur, new tariff sheets are sent out—distinctive enough in appearance to 
insure their prompt replacement. 


The folder is file size and has a file tab designation providing good visibility in a 
cabinet drawer. 


Contents were compiled in an endeavour to place in the agent’s hands the correct 
answers to most of the questions his clients might ask—even as to weather. That it has 
fulfilled its purpose is evidenced by the hearty approval given it by agents throughout 
the country, as well as by such hotel executives as have seen it. 


Subsequent direct mail contacts keep alive pleasant relationship now established 
between agent and hotel. 


In other words, make your sales presentation understandable, complete 
and convenient. Watch the trend. Be ahead of it. 











See Parade of Wooden Pencils 


NEW BOOK BY MANGAN 

“THE KNACK of Selling Yourself” is the 
title. Suggests 300 ways to sell yourself 
more effectively. 240 pages. Size 8 x 51% 
inches. Beautifully designed and printed. 
What the doctor ordered to cure business 
jitters and put backbone into salesmen 
who are flopping around worrying about 
business conditions and what the admini- 
stration is going to do next. Refreshing 
as a summer breeze. Published by The 
Dartnell Corporation, 4660 Ravenswood 
Avenue, Chicago, Illinois. 


HIG RULES FOR H.0O. EDITORS 


(1) Don’t expect to get results when 

you are satisfied just to clip. 

Give credit for ideas to others. 

) Don’t use uninteresting material just 

to please vanity of someone. 

(4) Don’t preach views with alarm. Re- 
member you are not selling educa- 
tion or religion but building friend- 
liness. 

(5) Don’t talk shop. 

(6 


(7) Avoid sameness in articles, type, 


(2 
(3 


~~ 


~ 


Play up salesmen. 


layout, illustrations. Spring sur- 
prises. 

(8) Be regular in mailing. 

(9) Don’t ask readers if they are inter- 
ested. Don’t even try to gauge read- 
er’s interest directly. 

(10) Don’t enclose order blanks, coupons, 
postcards, or make other obvious 
attempt to gauge reader interest. 
These things defeat their purpose 
by making the reader conscious of 
why he is receiving your publica- 
tion. Keep your house magazine 
interesting, informative, helpful, en- 
tertaining and friendly. 
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LONG ANIMALS FOR 
BLOTTERS 


YOUR REPORTER reproduces two blotters used 
by Federal Hardware & Implement Mu- 
tuals, Mutual Fire Insurance Company Di- 
vision, Owatonna, Minnesota—sent to us by 
David W. Sperry, Divisional Advertising 
Manager. Used for envelope enclosures and 
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hand out purposes. Unusual enough to get 
attention. Passing the idea along for what 
it may be worth. Some of the blotters 
we've seen should have absorbed a few 





ideas before being sent out to absorb ink. 


YESTERDAY WAS SUCH A 
LONG TIME AGO . 


WE LIVE in kaleidoscopic times, you and I. 
Things are happening so fast that detail- 
minded historians will have a heck of a 
time making the record complete. 

Yesterday’s newspaper is as dead as 
King Tut. Yesterday’s popular whims are 
being revolutionized by today’s current fan- 
cies. People forget. They have to. There 
are so many new things to remember. 

Your product may seem extremely im- 
portant to you. But it is of only passing 
interest to people. Too many other things 
occupy their minds—too many new prod- 
ucts are constantly fighting for their atten- 
tion and patronage. 

The money you spent on advertising last 
year or last month will not sell goods to- 
day, unless you follow up and_ follow 
through. 


Reporter's Note: Above taken from little 
3%” x 5” house magazine of Jerry Fleish- 
man, Baltimore, Maryland. Jerry is the 
only person we know who uses back cover 
(perforated) for a return card, and puts 
two Yc stamps on it for mailing. Strikes 
the eye but strikes me as too expensive. 
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TREND FOUR 


Use of Realism Growing 


ADVERTISERS ARE becoming more conscious that direct mail need not (and 
should not) be handled like other forms of advertising; and that the strongest 
characteristic of direct mail is its adaptability to Realism. Showmanship, as 
a term, has been misunderstood, and is being supplanted by the more easily 
understood term—Realism. 

That is,—the variations in direct mail form are practically unlimited. 
There are unlimited types of paper, styles of fold, kinds of binding, methods 
of die cutting, etc. The trend is toward selecting the style, form, die-cut, 
color, fold, tip-on, etc. that will symbolize or sample your offer. Find the 
sizzle in your proposition and then present it with Realism. 

Don’t confuse this trend with cheap trickery—or simply as a device to 
get attention. Consider these examples: 

Cutting Corners. Davenport Hosiery Mills trims off two corners of a four page 
folder and gives it appearance of a third dimensional box of hosiery. Used it to 


introduce to stores, new type of tissue wrap (sample tipped inside) for each stocking 

. with itemized list of “hidden values.” Realism. 

Undress Me. Formfit sends out a litthe 34%” x 5%4” folder entitled “Undress me 

. see the secret of my trim figure.” Girl, fully dressed, appears on cover with cut- 
out above shoulders showing head inside. Two sheets of cellophane inserted—each 
printed with part of body and underclothes. First—‘take off my brassiere.” Next 
“take off my girdle.” Shadowy gray wash drawing underneath reveals what happens 
to the parts of the body unsupported. It’s realism. We should show it 
post office fellows might get the jitters. 


. but those 


A Paper Calculator. You have seen plenty of tables showing how to figure 
paper weight, etc. Rows of figures. Atlantic Bond sent out an eight inch diameter, 
double disk with cut out slots. Turn top disk to align sizes and there you have ream 
weight for bonds, books, covers, etc. Adds realism to an otherwise dry subject. 
Showmanship. 


Locked Out. Ross Kitchen, Hardware Mutual Casualty Company, Stevens Point, 
Wisconsin, sends us a fine example of Realism. A 4” x 8” card (containing a key 
under black seal, and instructions to keep in safe place) sent to all salesmen two days 
before arrival of important looking 914” x 12”, 8 page sales promotion booklet covered 
with metal foil stamped and printed to look like strong box. Through holes punched at 
right an eyelet is inserted ...and this is sealed with miniature padlock. Title: 
“Without the Key .. . You’re Locked Out of the Biggest Selling Opportunity of 1939.” 
Ross said this Realism worked. It should. 


A Menu for Direct Advertisers. Lettershop mailings are notoriously stereotyped 
and lacking in showmanship. The high salute goes to Efficient Letter Company, Inc., 
141 East 25th Street, New York, for a realistic 8%” x 11” well printed four page 
(french fold) Menu in three colors. Third page has a convincing “Bill of Sales Fare” 
with balanced diet, such as Campaign Canapes, Contest Consomme, Minnestrone Multi- 
graph, Filets of Fill-ins, Dealer Helps in Season, Crisp Sales Letters, Imprinting a la 
Mode, and Printed Pastries, all Flavors. Second page has sales talk (hotel style). Back 
page, pictures of plant. 


Latch String. Trayton H. Davis, mail advertising counselor, 625 North Mil- 
waukee Street, Milwaukee, Wisconsin, issued a realistic removal notice. Instead of 
regular four page style, two half flaps are folded at each end of 8” x 10” sheet,—making 
a front doorway. Piece of red string attached to knob. Title “Our New Latch-String 
is out.” Open the flaps and story is inside, reading in part: “From a single desk and 
chair 1] years ago to a modern creative and productive mail agency.” Good luck, 
Trayton. Hope the latch-string is completely worn out being pulled. 

Upside Down. Leon Bamberger added Realism to 9” x 12”, 8 page booklet intro- 
ducing Doug Corrigan’s picture “The Flying Irishman.” The cover is printed upside 
down and title reading “Wrong Way is right for you” starts at top upside down and 
runs around three sided arrow pointing inside. Piece has to be twisted back and forth 
to understand it. That’s Realism for the subject. 

Getting Attention. March issue of Shell Progress, h.m. of Shell Union Oil Corp., 
50 West 50th Street, New York City, has a 4” x 5%” slip with well imitated processed 
handwriting—“Don’t miss the important message on Page 8 ... L. T. Kittinger.” 
That’s realism, too. 
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Picture Saving Time. Morse Automatic Fuel Saver is offering dealers a tricky 
little folder also using printed cellophane inserted in die cut. Front shows housewife 
with coal shovel, and pile of coal. Title, “Take the coal shovel out of her hands.” 
Lift it up and there she stands in a clean cellar . .. with papa playing ping-pong. 

Refrigerator Demonstration. The picture on this page gives you an idea of 
the Realism afforded with the glass-like sheets showing all component parts. Used by 


Westinghouse to add Realism to sales talks. ——=> 


Gold in Sight. KPO, San Francisco Radio Station, sent out a realistic 4 page 
circular—front carries a picture (of miner washing for gold) printed in golden orange. 
Type reads, “It’s where you find it.” Inside on a die cut flap hands are shown holding 
pan. Glued to lower side of pan, a sprinkling of gold-appearing metal pieces. More 
Realism. 


Gum Bands. Bob Schmid of Mutual Broadcasting wanted to show that sponsors 
on Mutual could stretch or retract their coverage to meet budget or market require- 
ments. To symbolize this, his cover asked, “How big is a rubber band?” Staples in- 
serted in cover stock held two actual rubber bands stretched to different lengths, and 
visibly held by printed hands. Realism. 


Relief Figures. Station WENR, Chicago, has a series of realistic folders. Printed 
on a 10%” x 22” strip. Folded like a three flap circular, but top piece folded in 
half. The die cut on adjacent half then stands out and completes a third dimensional 
picture. One “Set your Sails for Summer Sales” has the sails of a yacht billowing out 
in relief. Another “Banish Siestas” has sleeping Mexican figures in relief. Realism 
for the titles. (Last minute note: just received other pieces in WENR campaign. Most 
original Realism promotion we’ve seen. More about it later.) 


Color. For a difficult subject, we like the Realism employed by National Casket 
Company in the 11” x 14”, 16 page announcement to dealers about 1939 Plans. The 
story: “Last year, National Casket advertising put sentiment to work selling better 
funeral merchandise. In the new campaign for the first time in our advertising history 
the National uses COLOR.” Copy followed through with color realism to show how 
color is being used. 


Visualizing. Link-Belt, Chicago, are using one of the new and realistic presenta- 
tions with acetate sheets showing build-up of equipment. R. W. Anderson, of their 
advertising department, reports “our salesmen were all highly enthusiastic over the 
increased personal selling efficiency the visualizer affords.” That’s another advantage 
of Realism. It makes your own salesmen do a better job. 


Making Test Easy. A French optometrist—Pharmacie Losfeld, Tournai—sent a 
four page letter to prospects asking them to test their eyes. Third page had a reading 
chart with type in different sizes. Instructions were “Placez-vous a 30 centimetres.” 
Well, who knows exactly the distance of 30 centimetres? So they inserted in two die 
cut slots, a folded cardboard ruler measuring the 30. One end to be placed at forehead; 
the other on sheet of paper. Realism with a demand for action. Elmer Wheeler says 
“get your prospect to do something—nod his head, turn a wheel, press a button, feel 
the goods, etc.” Direct mail is fast learning the tricks of personal selling. 


Lumber Announcement. F. Bowie Smith (lumber), Baltimore, Maryland, sent 
out 54” x 8”, 16 page booklet, announcing a “tenth anniversary.” It was covered 
realistically and appropriately with a wood-grained, laminated sheet. Circular die cut 
reveals picture underneath of sawed-off end of log. Title, “Growth Rings.” Could any- 
thing be better? Wish we had room to print some of the excellent copy. 


Fair Tie-Ins. We’ve been searching for good examples of direct mail tied-in with 
the Fair. They are scarce and quality low. So a salute to Ritter Dental Manufacturing 
Co., Inc., Rochester, New York, for its beautiful 11” x 17”, 8 sheet sales presentation for 
1939, spiral bound—-with tipped-in pieces of current direct mail campaign. Right from 
the start, campaign stresses the wonders of the Fairs—and bases ability to attend on 
having money and the time. Advertisers generally will wake up several months late to 
find that they’ve missed the boat in failing to add a very real and popular Fair to 
their 1939 promotion plans. 


So much for Realism. It is growing. Don’t miss the boat in your 
business. Find out how best to apply Realism in your direct mail. 











WHAT COLOR IS BEST? 


BACON BRODIE has an interesting item in 


his always worthwhile house magazine, 
Ideas (Charters Publishing Company, Lim- 
ited, 1009 Northern Ontario Bldg., Toronto, 
Canada) as follows: 


I have an interesting letter from 
Anthony E. Gould, circulation manager 
of the United States News. He has 
been conducting a series of experi- 
ments to discover what colors create 
the most favorable response of the 
readers. He reports that the colors 
of papers that rate uniformly high are: 
blue, lavender, goldenrod and russet; 
while the five colors which rate low 
are: granite, blue, canary, green and 


buff. 


Added note: How blue gets into both 
sides is beyond this reporter. Maybe differ- 
ent blues. How come, Andy? 


HARD WORKING PRESIDENT 


L. ROHE WALTER, Advertising Manager of 
Flintkote, was elected President of the 
Direct Mail Advertising Association March 
27th and has made the fur fly ever since. 
Has personally secured ten new members 
so far. 


Held five executive meetings of the Board. 
Organized committees. Talked to the 
Alumni of Advertising and Selling Course 
and the Photo-Lithographers at Direct Mail 
Center; accepted invitations to speak at 
Metropolitan Purchasers Association (May 
9th), Mail Advertising Service Association 
(May 18th), Forbes Litho Sales Confer- 
ence, Boston (May 19th), A.F.A. Conven- 
tion (June 20th) and will attend sessions 
of Four A’s May 12th. He has written 
several articles and has D.M.A.A. members 
flooded with letters. In between .. . he 
keeps Flintkote advertising buzzing. Sales 
are away ahead of last year. A busy man 
can always get things done. 
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AND SO WITH LIFE! 


IN THE MARCH issue, we showed how a 
number of advertisers are using direct mail 


to tie-in with schedules in Time. Here is 
one used by Alexander Smith & Sons (car- 
pets), 295 Fifth Avenue, New York City, 
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to run as an insert in Retailing and to be 
distributed to dealers. Four pages, size 12” 
x 18” in two colors. Announces a rug Dis- 
play Contest. There’s a job for all adver- 
tising managers. Check over your space 
schedule for the balance of this year. See 
what you have left undone to wring the 
last dollar of profit out of your schedule. 
At least 90% of all space advertisers, forget 
to merchandise their advertising. 


“HERE IS SOMETHING 
REALLY NEW” 


AT LEAST that is the title on cover of four- 
page folder re-mailed to your reporter by 
Howard Hovde of Alma Mater .. . Uni- 
versity of Pennsylvania. 

A circular mailed by Advertex, Ltd., 266, 
Belsize Road, London, England. A British 
patent. A process for coating portions of 
a printed piece with a rubberish film of 
another color, which film disappears when 
rubbed with finger. Specimen showed a 
calendar in black with slogan “A Year of 
Red Letter Days.” Rub any date and it 
changes to red. Clever? 


It is not exactly new. Saw a similar 
process on the West Coast several years ago 
but it strikes me that the coated film was 
hard to remove and took considerable rub- 
bing—and finger smearing. This British 
system is quick, easy and clean as a whistle. 
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TREND FIVE ... Truth in Direct Mail 


THERE IS ample evidence that the creators of direct mail realize that Truth 
in Selling pays. Users of direct mail are devoting time to improving their 
sales stories by accepting the full implications of the statement “Selling is 


telling the truth in an interesting fashion.” 


This section can be short and free from many examples. During the 
past month, your reporter has examined several thousand pieces of direct 
mail, searching for gross exaggerations, misstatements, fraud, lies or unfair 
so that is the 


competition. We don’t have one sample to show you . 


evidence. 


Attended a meeting of Hundred Million Club and heard Helen Wood- 
ward, author of “It’s an Art” describe mal-practices in advertising. She 
claimed that middle-aged people want to believe in advertising, but young 
people are skeptical. If your prospects are young, be sure to tell the truth. 


TRUTH IN ADVERTISING 


Without further ado, we give you opening editorial in February issue 
of Trumbull Cheer, h.m. of The Trumbull Electric Mfg. Company, Plainville. 


Connecticut, with circulation of 40,000 per month. It covers the subject. 

“Truth in Advertising” formerly was the slogan of the Associated Advertising 
Clubs who, under that banner, some years ago rendered great assistance in driving from 
certain newspaper columns advertisements whose claims were provenly false and mis- 
leading. 

The Wheeler-Lea Amendment to the Federal Trade Commission now is law and 
may make the job of advertising somewhat more difficult for some of our blatant pub- 
licity geniuses—particularly over the radio—because shoddy ballyhoo is easier to pre- 
pare than an attractive presentation of truthful statements of fact. Under the provisions 
of this law, false statements are on the toboggan. 


Most of us will agree that altogether too much of the advertising, notably over the 
radio, of material purchased by our mothers, wives, daughters, sisters, et al, with claims 
of restoration, rejuvenation, cures, preventives, economies, marvels of research and what 
have you, reeks. with disgusting ballyhoo. It certainly is with satisfaction we anticipate 
that such be challenged by the Federal Trade Commission and made to prove their 
cases. . 

We likely will find that the virtues of many products—even of legitimate products— 
are much more limited than the claims would indicate. All of these facts will be of real 
benefit to the consumer and ultimately should help the manufacturers of fully accredited 


goods. 


The wiping off the face of the market the smooth, silver-tongued purveyors of 
prevarications will cause grief to no one but themselves. 


We in the electrical industry who manufacture what is known as “capital goods” 
have been pretty free from ballyhooed misstatements. We reach a public not easily 
susceptible to blatant untruth, and as a class will certainly welcome any program that 
builds up “truth in advertising.” 


There is plenty of room for showmanship on the part of our manufacturers in 
reaching the consuming public, but little room for unscrupulous bombast and bunkum. 


Advertising surely can be permitted to tell the truth audaciously—that makes good 
copy and is interesting—but it must tell the truth. 


Reporter’s note: If anyone finds a direct mail specimen which contains 
false or misleading statements—send it to The Reporter. Between the 
D.M.A.A. and the Post Office going after the culprits . . . the mails are clean. 
Only exceptions,—some of the newcomers in mail order. But they don’ 
last long. 
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TREND SIX .. . Better Copy 


THERE IS a definite and marked improvement in direct mail copy. The new 
generation has been freed from the shackles of old fashioned text book copy. 
Thirty nine years of testing have furnished safe guide posts. 


It is difficult to give examples. Examination of thousands of pieces 
indicate serious attempt to be truthful, brief and convincing. Letters were 
originally worst offenders but with aggregations like the American Business 
Writing Association out on the firing line with the business teachers—the 
letter writing world is saved. Incidentally some of you ought to see the 
mimeographed bulletins issued by C. R. Anderson, secretary of above Asso- 
ciation from 304 Commerce Building, Urbana, Illinois. Your reporter enjoys 
them particularly because in most every issue they digest The Reporter. 
Imagine how this item hit the mark on a gloomy day: 

If you can get a copy of the December Reporter, do so. It has more interesting 


and useful material for direct mail than any one issue of any one magazine that we 
have seen for many a day. 


HOME SPUN TEACHING 


The Farmers Union Jobbing Association, Kansas City, Missouri, in its 
‘xcellent mimeographed “Managers Monthly” has a page devoted to Letters. 
How to write them and what to say. Incidentally, Mrs. Helen Denney in 
sending these bulletins wrote: 

Please, please don’t change the format of your magazine! It is the “clipper-outer’s” 
answer to a prayer just as it is. I first read it for fun, then again to make sure I 


haven't missed anything, and once more to clip and file away the many usable sug- 
gestions. 


Mimeographed mailing pieces such as mine probably are not what you would care 
to discuss in your magazine, but I am sending them along to you anyway. As you may 
notice, | have not hesitated to “apply” ideas of others. 


With the exception of our annual reports, all of our direct mail pieces are “home- 
made,” as we have felt that in a farmers cooperative marketing and purchasing associa- 
tion the economy appeal of such material would be greater than any other. 


The Reporter has been helpful to me in many ways, and I look forward to its 
appearance with much more anticipation than I can hope for any of the mailing pieces 
[ nevertheless continue to send! 


Wrong, Mrs. Denney. We think your copy is fine—and you are show- 
ing the mimeograph new tricks (even to copying style of Reporter). 

I like your heading on one of your instruction sheets: “The two most 
interesting events in daily life—the morning’s mail—the knock on the door.” 
As Jack Carr recently wrote: 

“Ever stop to think what a slump we'd sink into if, for any reason, they decided 
not to have a Monday morning mail? Or stopped all mail deliveries for a week? 
There is always a feeling of expectancy before the arrival of a Monday morning mail. 
Never can tell just what it will bring. And what it does bring has a decided influence 
on the whole week.” 

We all ought to remember, in writing, that the fellow out on the other 
end of the line is anticipating arrival of mail. 


COPY SUGGESTIONS 


M. M. Swartz of Prentice-Hall, Inc., 70 Fifth Avenue, New York, speak- 
ing extemporaneously at meeting of Hundred Million Club said they had a 
rule for writing headings on not filled-in letters. 


Rule: Either ask a question or make a statement. 


(1) If you ask a question, don’t ask one which can be answered yes 
r no. 











IDEA FOR A FOLDER 


IF YOU ARE HUNTING for a new way to put 
across your story with a lot of pictures ... 


but using minimum space, stop in at a 
Travel Agency and get a ccpy of the 


Rg 


Miami Beach folder illustrated here. It’s 
an eight page 4” x 8%” affair. The copy 
is in handwriting in form of a letter to 
“Dear Joan” from “Helen.” To four of the 
pages are tipped souvenir style, accordian- 
folded strips (314” x 1514” opened) each 
containing six publicity shots to whet the 
appetites for America’s year “round play 
ground. It is a good idea... but we’ve 
never seen it used for industrial or retail 
advertising, where it would have many 
possibilities. 


HINKEY-DINKEY 


EVERYTHING IS HINKEY DINKEY with The 
Reporter—except that idea of having part 
of the reading matter in the margin and 
the other part in the body of the book. 
It makes a fellow mad every time he re- 
alizes that he has to add up two columns 
at once. 

H. M. Gully 

Silverwood’s 

Toronto, Ont., Canada 
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ANOTHER SLANT ON 
PATENTS 


FOR QUITE some time The Reporter has 
featured certain articles on the patent laws 
as well as some difficulties with the appli- 
cation of these laws. 


There are other viewpoints with a differ- 
ent aspect relative to patent laws and I 
am wondering whether our service in this 
field would be interesting to you. 


I] 


MAKING 
INVENTIONS 
PAY 





I am enclosing our illustrated booklet, 
“Background in Making Inventions Pay’. 
These booklets are free on request. 


Herman J. Frerick , 
Crescent Tool Company 

Second at Elm Street 

Cincinnati, Ohio 


Reporter's Note: A wonderful booklet. 
32 pages and cover. 7” x 10”. Describes 
clearly and in detail how Crescent Tool 
Company aids inventors by developing and 
making mechanically perfect models. I 
hope no one has the impression that your 
reporter is opposed to legitimate patents 
on mechanical inventions. Our only kick, 
the absurd patents in direct mail field on 
die-cuts, folds, pop-ups . . . which require 
no more genius than the ability to use a 
pair of scissors and a paste pot. The di- 
rect mail patentees have not needed an 
organization like Crescent. Incidentally, 
here’s a tip for some of you people issuing 
booklets, who want your prospects to visit 
your factory. The last page of the Cres- 
cent booklet shows a map of Cinci with 
arrows leading to Crescent. 

. 
NEW YORKERS NOTE 


See important announcement on page 33. 
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TREND SIX .. . Continued 


(2) If you use a statement, say something (a) new (b) interesting (like 
free) or (c) important. 


GOOD RECENT EXAMPLES 


“Why did this offer smash all records” from letter of The Ministers Life 
and Casualty Union, Minneapolis, Minnesota. “How long is too Long”? 
from Guy Burroughs, Los Angeles, California. 


Incidentally at same Hundred Million Club meeting—F. N. Merriam, Jr. 
of McCall’s Magazine said that unpersonalized catch-heading-letters were out- 
pulling personalized ones. 


A GOOD LETTER 


YOU HAVE A RENDEZVOUS WITH A FISH—and we are here to help you 
keep it. 

As a born angler you are by this time feeling the itch—. The itch of the palm 
to grasp the butt of a whippy rod—the itch of the ear to hear the musical whir of line 
leaving a reel after a true cast—the itch of the fingers and eyes to fondle pet streamers, 
flies, ete. | 

Your only cure is to get out to your favorite stream—brook—or lake—and go after 
those fellows—the ones you left there last year, and the new ones who have made their 
way in since. 

Sportiness should be the key-note of your equipment. The real fun is not in the 
size of the fish caught—but rather the matching of wits and skill in the casting of the 
fly, the playing of the fish, and the netting of the game fellow after a sporting fight. 


The following pages present our suggestions of “sporting equipment”—and what 
is of great importance, each item has been selected by virtue of its performance, dura- 
bility, and the quality value it represents. 


The time for your tackle inventory is now—not the day or the week before you go 
out. It really would be a shame to have your fun spoiled by a rod whose action was 
spent—a line that was all gummed up—a reel that was out of kilter—sad looking flies— 
and the absence of the many gadgets that spell fishing comfort and satisfaction. 


Go over your things—jot down what you need on the attached order blank, and 
mail it in the enclosed return envelope. Shipment will be made in a jiffy. 


YOU HAVE A RENDEZVOUS WITH A FISH. Let us help you keep it. 


EDWARD vom HOFE & COMPANY, INC. 
92 Fulton Street 
New York, N. Y. 


QUESTION TREND IN COPY 


Frank Hoxie from Boston sends us four recent mailing folders of 
Braman, Dow & Company (plumbing supplies) Boston. Inside top section 
(We couldn’t work 
even one.) If you give up, you are supposed to write for the answer. Good 
idea if it doesn’t take the mind off plumbing. 


of each devoted to a puzzle. They are good puzzles. 


HOW TO USE LETTERS 


Received just as we go to press and noteworthy:—Sixty four page and 
cover 814” x 11” bookiet written by L. E. Frailey and published by The 
Soft-Lite Lens Company “How to Use Letters . 
Typed on Varityper and offset in two colors. Most complete work of its 


. to Bring in Patients”. 


kind ever produced. Author’s name makes it a 100% bet before reading. 
Hope some of you can get or see a copy. 

Enough for the Copy Trend. Your copy probably will never be perfect. 
But you can keep on making it closer to perfection by looking for good copy 
constantly, . 
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TREND SEVEN ... Humor Improving 


THERE is a definite trend toward good-natured, but not smart-alec, humor 
in direct mail,—with evidence that its proper application pays. The natural 
rules of common sense, plus the fact that the world is sick of stuff-shirted 


seriousness, make HUMOR more digestible than RUMOR. 


Why, there’s even a Royal Order of Jesters out in Phoenix, Arizona— 
as evidenced by letterhead reproduced opposite. Good luck to them .. . for 
the world needs good humor. 


We will not burden you with examples which may not strike you humor- 
ously as they were not designed for you. 


Don Herold, 155 East 42nd St., New York, hits it about right in a 


recent letter: 


Advertising which seems to be carefree and entertaining sometimes has ten times 
the pull of the entirely serious kind. 


Witness: the enclosed small campaign done for Rubberset in November-December, 
1938. With a decreased sales force, Rubberset used these mailings to SELL brushes 
to dealers. Result: they had the best December in many years. 


Each Rubberset letter pictured a brush with legs and arms furnishing 
the action. “Balloon talker” for the catch heading. Makes them human. 


No more examples. Let Bill Kier, president of Campaign Press, Inc., 
Chicago tell you what he is thinking about: 


Reading Sam Slick’s opinions in February Reporter and cannot refrain from agree- 
ing with some of his philosophy and soliloquisms. His next to last paragraph caught me 
right where I live. The paragraph: 


“* * * There has been staring us in the face for a long time a device that meets 
the needs for dramatizing and almost insures that the showmanship in print will be 
relevant. Study the successful advertising of today and note how much of it is based 
on the story telling technique. This technique is most fully developed in the serial 
type or strip advertisement, including the conversational balloons. I wonder why it is 
so largely confined to space advertising? Maybe I have missed something, but I can 
recall very few applications of this technique in direct mail pieces.” 


For several months I’ve been going about proclaiming that Direct Mail Producers 
have shown less productive thinking than the Advertising Agencies—that Agencies 
write much better copy and present their client’s story in a more entertainingly believ- 
able manner. 


| have a large scrap book full of examples of Ads appearing in the magazines— 
many of them following closely the technique of the Sunday Funnies. 


The smart dialog between pictured personalities has an eye attraction and story 
telling value far greater than the average Direct Mail piece designed to do the same job. 


But there have been instances where I have permitted myself to indulge in too 
heavy dramatics, to gain attention—only to find, as he says—‘“the reader mounted his 
horse and rode away.” 


So—or should it be but—things do work out if you only keep working. Knowledge, 
experience, clear thinking and hard work reduces the current and usually makes the 
stream fordable. an 


~ 


One thing that keeps bobbing up in my mind though—that’s this,—I never had to 
work as hard to earn a dollar as I do now. 


Maybe that’s what makes the whole darn thing so damnably romantically exciting. 


Reporter's Note: If all of us, Bill, could keep the wonderful sense of 
humor you have exhibited thruout the years . . . the world would be a better 
place to live in. The world could not be scared by a blustering little bully 
with a funny mustache. 











See Trend Seven 


POLICE TICKET 


WE HAD GOTTEN UP early that morning, be- 
cause we wanted to spend the day in the 
Great Smokies. A restaurant looked invit- 
ing, and we parked the car near a sign 
that read One hour parking from 8:00 A.M. 
to 6:00 P.M. It was only seven, and we 
knew we could finish breakfast long before 
the time limit. Imagine our surprise, there- 
fore, and consternation, to find a blue police 
tag on the door handle as we returned to 
the car half an hour later. A fine way to 
start the day, we muttered, what kind of 
a hick town is this, anyway! Then we read 
the tag. Here is what it said: 





HELLO FOLKS 

Y ouw’re Tagged 
But it is just to let you know we no- 
tice you, and appreciate your coming 
to see us. Hope you will enjoy Mary- 
ville, the National Park and East Ten- 


nessee. 
The Latch String is Out 


Sanpers D. WILLIAMS 
Chief of Police 
Maryville, Tennessee. 








We must have been in more than a hun- 
dred towns on that trip, but as far we are 
are concerned, Maryville is tops. —é.s. 

% ok us 

Reporter's Note: Someone should try to 
sell this idea in Europe. Above from al- 
ways good h.m. K V P Philosopher, of the 
Kalamazoo Vegetable Parchment Company, 
Kalamazoo, Michigan. 


ANOTHER USE FOR DIRECT 
MAIL 


MATTHEW ADAMs, State Chairman of Chil- 
dren’s Home Society of California, 919 East 
25th Street, Los Angeles, California, tells 
your reporter that the Social Service work- 
ers of California (about 5 or 6 thousand 
of them) are trying to put through a bill 
to have all such workers certified (that is, 
legal control of qualifications, etc.). Not 
a bad idea for all 50,000 social workers 
in the United States. Direct mail is the 
whole backbone of the drive by the Cali- 
fornia group to secure the passage of this 
legislation. 
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GENEROUS 
SAMPLE PACKET 
= §528 idea “‘Handibook” FREE 


WRITE TODAY 
Ever Ready LABEL Corporation 


145 EAST 25th STREET ° NEW YORK. WN. Y. 
SINCE 1914 











SCORES OF CHOICE 


MAIL BUYER and 
Inquirer SELECTIVE LISTS 


EXCLUSIVE 


WITH 


MAIL ORDER LIST 
HEADQUARTERS 


Write about your needs today to Dept. R-4 


MOSELY 
SELECTIVE LIST SERVICE 


MAIL ORDER LIST 
HEADQUARTERS 


230 Congress St., Boston 
“MOSELY has the LISTS" 











TREND EIGHT ... Design Is Improving 


THERE IS definite evidence that the spirit of art or design has accepted direct 
mail as the happy hunting ground. Twenty, ten, five years ago, direct mail 
was still the afterthought. Today, the design of direct mail is more carefully 
planned than for any other form of advertising. 

If you doubt this trend, look over some of the direct mail Leaders of 
5 or 10 years ago. Look at the samples of 20 years ago in the D.M.A.A. file. 
Artists and agencies liked the romance of glamorous spreads in the Post. 
Direct mail was the tail end of the kite. It is all changed now. Just so art 
doesn’t go too far. We are concerned only with the steady, gradual improve- 
ment in letterheads, booklets, house organs, catalogues, envelope design, etc. 

You do not need much evidence. Any number of the pieces coming to 
The Reporter each month could be quoted. Letters from House Magazine 
Editors showing us the new form and the old. (We refer them to Hig who 
says you should change constantly . . . for the better). 


NURSERY CATALOGUES 


Last year your reporter was somewhat discouraged with nursery cata- 
logues. Most much alike. If you want to see a beautifully designed and 
colorful catalogue write to Bulk’s Nurseries, Babylon, Long Island, New 
York. Intelligently planned . . . and the stipple finish adds something. 
Hurrah for Bulk’s! Hope others will follow . . . quickly. 


HOW CAN YOU GET BETTER DESIGN? 


That’s hard to answer. Hire the best service you can get—but experience 
shows that first you ought to know what you want. To know what you want, 
you ll have to keep in touch with what others are doing. Read The Reporter, 
visit the Center, borrow from the D.M.A.A., get your printer or paper sup- 
plier to show you samples or get on mailing lists of those who are doing a 
good job. 

Recently, W. H. Spencer of Alliance Rubber Company, Alliance, Ohio, 
visited the Direct Mail Center. During an interesting conversation the 
thought developed that it would be a fine idea if the users of direct mail, 
or the readers of The Reporter in each locality could get together once a 
month and have an idea-swapping party. Might even have a collection of 
best designed or most resultful specimens to examine and analyze. Even two 
or three fellow-swappers would make a party. Your reporter told Mr. 
Spencer that we would be glad to help in getting groups together. So far 
as we know, Chicago is the only city that now has a Users Direct Mail Club. 
Why not more? Why not meet out in Kansas City, Dallas, Cleveland—and 
hear and discuss case histories or examine specimens? Or do you have 
enough ideas of your own? 

Anyway . . . the trend toward better design is moving forward. Exam- 
ples galore. Nothing could excel the beautiful 914” x 12°,” brochure issued 
by Mohawk Carpets. Deckle edged cover. Black fly-leaf. Ample use of 
white space around all perfectly printed illustrations to create an atmosphere 
of elegance. Nothing could be better than the recent program catalogue 
issued by N.B.C. The inside printed in red and black in U.S.A. The silver 
foil, printed and stamped cover, printed in France. | 

In spite of several letters from irate American producers, we stick to our 
guns that the British Letterheads are tops in originality of design and in 
workmanship. Why get peeved about it? Why not work harder to improve 
American letterheads. 

| Continue Page 24 
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take iets for your 


TEXT 


STRATHMORE TEXT is an entirely new Strathmore Paper. Up to the high standards of 
Strathmore quality, it was designed to fill an important place in the Strathmore Family 
of Staple Papers « Standardize on STRATHMORE TEXT for fine printing of volume 
jobs at high speed .. . and see for yourself how this paper can produce real quality at a 
competitive price for the grade « You can count on STRATHMORE TEXT to produce a 
distinguished effect with a minimum of effort at a moderate cost. And STRATHMORE 
TEXT, like all members of the Strathmore Family, is instantly available through Strathmore’s 
extensive distribution system « So, when you want a quality paper at a truly competitive 
price, call your Strathmore distributor and ask for samples of STRATHMORE TEXT for 


proving and dummies. 








s T rn AT ° Vi () hi t PAPER COMPANY . West SPRINGFIELD, MASS. 
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BETTER THINGS IN SIGHT! 


IT IS RARE indeed that I write to the 
Editor of or make any comments about a 
business or trade publication. 

When I subscribed to the new Reporter 
last year, I did so because I felt the 
need of more contacts with direct mail 
advertisers and also because I believed 
that such a publication would supply a 
constant flow of new ideas. 

The first two or three issues were ex- 
tremely disappointing. I felt like cancell- 
ing the subscription and asking for my 
money back. 

The last few issues, however, have more 
than made up for all that was lacking at 
the beginning. 

Instead of long editorials and articles on 
the theory of advertising, we like case 
histories, illustrations and practical sug- 
gestions—and that is just what you have 
been giving us of late. 

Please put me down as a_ permanent 
subscriber and send the invoices along each 
year in the regular manner. 

C. H. Mallery 
Shuron Optical Company, Inc. 
Geneva, New York 


% *% * 


Dear Mr. Mallery: Before we received 
your inspiring letter, we had planned to 
mention and praise your beautiful 124%” 
x 1214", sixteen page and book covered 
plastic bound sales presentation. The 
cover title is perfect: “Better Things in 
Sight.” The historical pictures of sub- 
jects with glasses since 1864 tell an in- 
{eresting and convincing story of progress 
in fashions and in designs for spectacles. 
You prove by beautiful typography, ex- 
pert copy and appropriate illustrations 
that “Modern Glasses are attractive.” 
Your brochure is another good example of 
Realism—to be added to the growing evi- 
dence on file at Direct Mail Center. Your 
title too seems to be an appropriate an- 
swer to your fine letter. Thanks — and 
there are better things in sight. 


MCOMBINE-VELOPES 








TO GET RESULTS FROM YOUR 
DIRECT MAIL - 


Make This Book Your Constant Guide 


HERE'S YOUR ; 
COPY OF 

“MAILING LIST 

STATISTICS’ | 


e*\ FREE 
GET THIS CATALOG! 


Itemizes Thousands 
of Live Mailing Lists 
























Rule 1 for direct mail advertisers who want results 
is to start with a good list. 


MAILING LIST STATISTICS presents 64 pages of 
list information, arranged to help you determine 
who your prospects are and how best to reach them. 
Postage Refund and Money-Back-If-Not-Satisfied 
guarantees are your assurance of 
accurate, up-to- the-minute lists. 


Write or phone today for your 
free copy of MAILING LIST 
STATISTICS. ... 


Kane-Kiernan Organization 


ADVERTISERS MAILING SERVICE, Inc. 


A Complete Service For Advertisers Who Use The Mails 
915 BROADWAY - Algonquin 4-6666 - NEW YORK, N. Y. 








THE ADVERTISING FOLDER WITH THE ATTACHED ORDER FORM REPLY ENVELOPE. 
SALES MESSAGE, DISPLAY COPY, ORDER FORM AND REPLY ENVELOPE IN ONE UNIT 


MsSEtLF MAILER COMBINE-VELOPES ALL THE DIRECT MAIL ESSENTIALS IN ONE UNIT. 


FOR EVERY MAILING REQUESTING A RETURN REMITTANCE. 


MORDER FORM BIND-IN-VELOPES [08 Every style size, AND CONSTRUCTION OF 


MENV-O-BLANKS M SELF MAILER COMBINE-FORMS @ DU-PLEX ENVELOPES 


THE SAWDON COMPANY, INC., 230 PARK AVE., NEW YORK, N. Y. MUsray nui 6-1566 


Send samples of products checked with prices on 


FIRM NAME 





thousands. 


ADDRESS 





CITY 


























STATE MY NAME 





om LEITERHEADS 


Timed lo the Occasion 


Get greater returns from your letterheads... sages may be added to letterheads without 
use them to “Sell” as well as “Tell.” Send unbalancing the design. It also shows the 
today for this new ADIRONDACK BOND dem- printing qualities and fine appearance of 
onstration which shows how selling mes- low-cost, watermarked ADIRONDACK BOND. 







Please Address All Requests to Sales Dept. H 


INTERNATIONAL PAPER COMPANY 
220 East 42nd Street, New York, N. Y. 















Sales 
Offices: 


BOSTON 
CHICAGO 
CLEVELAND 
NEW YORK 





ADIRONDACK BOND 


Arc INTERNATIONAL PAPER ZZ’ 








KEEP THE CUSTOMER SOLD! 


WE KNOW HOW a certain youngster felt 
one Christmas morning on unwrapping his 
first gun. On opening the booklet that 
came with it, he read—“You have bought a 
fine gun when you selected a Winches- 
” Although he had had nothing to 
do with selecting it, the glow of pride 
that resulted would have done the manu- 


‘er— 


facturer’s heart good. 

Make your customers feel just half what 
that boy felt, and your advertising after the 
sale will put more figures in the profit 
column. It is without doubt one of the 
great wastes in merchandising—the excess 
pressure to make sales and the lack of 
pressure to keep the customer sold. 

A small slip of paper, a folder, booklet, 
enclosed with the product, often seizes the 
best time for a selling talk. It clinches the 
sale, paves the way for the user to expect 
ordinary. And 
that’s a good frame of mind in which to 


satisfaction beyond the 
have your customers when they start to 
use your goods. 
Reporter's Note: The above words of 
wisdom were taken from one of “Minute 
Messages” —attractive series of folders is- 
sued by Frank C. Rauchenstein Company, 
4647 Page Boulevard, St. Louis, Missouri. 
Might be a good idea 
for all of you to analyze your “package 
inserts,” “product dite¢tions” and what nots. 
y 


They are true, too. 





TREND NINE .. . Improvement of Details 


ADVERTISERS have learned finally that each component part of direct mail 
Advertisers (and 73% 
planned by the fellow actually spending the money) are sounding out al! 


must be considered carefully. of all direct mail is 


possibilities. Even the envelope (for a long time the ultra in afterthough 
is vetting its share of attention). 

A thorough description of component parts of direct mail would fill < 
book. Smart advertisers are learning the answers to all the problems. Thi: 
trend could be part of most of the other eight trends—but deserves separat 
classification. Advertisers are analyzing and testing processes, materials 
mailing methods, forms, size as well as quality of list. Nothing in direc 
mail is too insignificant to bother with. 


SAVE MONEY ON GANG RUNS 


For instance, we wonder how many people who have examined th 
Barrett campaign (gold palm March Reporter) know that the six-piece, spe- 
cial cut-out campaign (with all pieces a different color) was printed all in 
one form at the same time? That’s a trend. You want each piece a differen’ 
color. You lock all copy in one form and print each 1/6th of the job (if 
there are six pieces) on a different colored stock. After cutting, you make 
up six lots of the series. 
1/6th pink, ete. 
direct mail. 


1/6th of piece numer one will be green; another 
That’s what we mean by studying component parts of 


AN IMPORTANT NOTE ON ENVELOPES 


Has anyone noticed a new tie-up between car-card advertising and 


direct mail? Stumpp & Walter Company, 132 Church Street, New York 





TELL IT AND SELL 





IT WITH PHOTOGRAPHS BY STADLER » 
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PHOTO POST CARDS AND GUMMED PHOTOLETTES FOR DIRECT MAIL ADVERTISING 


STADLER STUDIOS 
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62 EAST LAKE STREET 
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CHICAGO 








ie 









































1 
h 
Is 
te 
Is 
c 
hi 
eC - 
in 
ni 
‘if 
ke 
er 
of 
nd 
rk 
D ULLCHROME gives the creative advertising 
M man an ideal foundation for effective promo- 
tional pieces. With color on one side, white on the 
A other, it lends itself to a wide range of uses—novel 
fold combinations, interesting color effects and die- 
A cut treatments. To booklets, folders, broadsides 
it brings the high attention value and greater wet 
effectiveness of color at very moderate cost. pecH Ret cate, bien 
aan” SN Sy Mey 
P To help visualize the possibilities of Dullchrome for ETON cq, a 
HH your own advertising, we have assembled a number THE APPL apoero™: mt 
of interesting printed samples and layout sheets oo, Ab, 
O into a demonstration portfolio—yours for the ask- ——_— ~ Xt 
| ing. Please make request on your business letterhead. = 4 Se ‘ 
o | The Appleton Coated Paper Co, cuucHeome 4 “am 
CG 4009 SUMMER ST. = APPLETON, WISCONSIN ~~ 
Comes in 
R ny fh » BLUE and WHITE TAN and WHITE 
A Zi 4) GREEN and WHITE GRAY and WHITE 
iat ORANGE and WHITE = CANARY and WHITE 
P e/ @/ ORCHID and WHITE 
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We invite inquires from 
mail sellers who wish 
to increase profits by: 


q2 Renting lists of known mail 


buyers for their own use. 


a Renting their own lists to 
other non-competing mail 
sellers. 


D-R Special List Bureau 
Division of 


DICKIE-RAYMOND., Inc. 
80 Broad Street Boston 


























Modesty! 


may be a virtue but I guess a 
guy mever got his - salary 
raised on the strength of it. 


Now I am by nature what you 
might call a shrinking violet 
or something: But I figure it 
would be unfair not to mention—- 


I've been pounding persuasive 
phrases out of a portable ever 
since Direct Mail Advertising 
was a dimpled diapered darling. 


ES 


| Countless concerns have used my 
Cordial Contact Sales Letters for 
practically every product and 
service. Fairly successfully too. 


If you feel you can stand a bit 
more business it might be wise 
for you and me to correspond. 


The next move, if any, is yours. 


JACK CARR 














LVvia FLORIDA 
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City, have a pad of order envelopes stitched to current street car ads. Riders 
are urged to tear off an envelope and mail order for special spring offers. 
We checked-up with their Advertising Department which reported orders 
being received but it’s too early to estimate results as spring gardening is 
not in full swing. Will report later. 


AFTERTHOUGHT ENVELOPE MESSAGES! 


Have seen this stunt used several times lately, mostly on personal cor- 
respondence! After the envelope is sealed, the sender puts an extra message 
in handwriting on the back of envelope. We've gotten a kick out of the ones 
we received. Maybe there is an idea there for some smart mail order man, 
who could do it convincingly in wholesale quantities. 

And speaking of advertising on envelopes:—J. C. Ford, Flemington, 
New Jersey, has a map printed over entire front of his envelope with arrows 
indicating that all roads lead to FORD’S for “GOOD Furniture for LESS”. 
Uses flap side for addressing and stamping. 


% * * 


Completing this trend toward improvement of details. Don’t be satisfied 
that what you are doing is right. Keep on making experiments. No one 
will ever “know it all”. The only experts in direct mail are those who know 
enough to know how to find new and better ideas. 


ae 
TREND TEN 


Standardization in Postal Matters and in Acceptance 


THERE Is less agitation and fuss about postal matters and minor regulations: 
less doubt and argument about the efficacy of direct mail; less trying to- 
justify it. Direct mail is being accepted for what it is and what it can do. 

Discussion of this trend can be short. It is just a fact. Ten years ago 
(or less) it seemed that contact between mail users and the post office was 
in a constant state of turmoil. There were fights for lower rates or against 
higher rates, agitation for new regulations, scraps with local postal officials. 
The waters seem to have smoothed. Advertisers have learned to use the mail 
right and follow the standardized regulations (most of which are very 
decent). The Post Office, on the other hand, has lived through its growing 
pains (from 102 million volume in 1900 to 750 million in 1938). The 
majority of Post Office men have learned the problem of the advertisers and 
they are sympathetically helpful ... as long as you follow the rules. 

There haven’t been enough important postal changes (with exception of 
book rate) in the last five years to warrant changing the Postal Guide issued 
in 1934 by the D.M.A.A. And there do not seem to be any important ones 
in sight. Some regulations possibly could be improved . . . but time brings 
all good things about. About the only news is that Canada has at last 
reduced special delivery to 10 cents; there’s a Bill before Congress to allow 
2nd class publications to laminate covers with a cellulose derivative (make 
it shiny and waterproof). Otherwise everything is calm. 

No... wait! The Post Office objected to our article about the Gaylord 
reverse plate business reply card in December 1938 issue (page 8). They 
say dark blue color is objectionable for the reason that it is impossible to 
discern postmark or other postal endorsement thereon. The color should be 
light tint. And the Post Office is correct. Play ball with your local post: 
master—and your mailing problems will be few ... or none. For balance 
of discussion on this trend . . . see all other Trends. No longer any need 
to attempt to justify direct mail. What is, is! 


















































BLUE RIBBON WINNERS 
HOLDING TIME RECORDS 
IN PRESS PERFORMANCE 
AND DELIVERIES 


Monoplane Book 

Spring Grove Book 
Pennsylvania Book 

Old Forge Book 
Provenworth Tinted E.F. 
Monoplane Bond 
Pennsylvania Bond 
Provenworth Duplicator 






A winning competitor knows the importance of the last hurdle, 
and accordingly has trained himself and his horse to ease over the 
balance of the course so there is something to spare when the last 
hurdle is reached. 


That is timing. 


Time is also a major factor in direct mail advertising. Not only 
is it rutnous to have production schedules fall behind, but it is a 
losing proposition to miss the scheduled mailing date. 


The time factor is a hurdle that must be taken before a mailing 
piece becomes a profit. Successful business men know on whom they 
can depend to help them take the hurdle without lost time. 


It is more than coincidence that many of the most successful 
businesses specify Glatfelter papers—because 1) Glatfelter papers 
are made well, stay flat and print with speed and precision. 2) Glat- 
felter equipment, large stocks, and location in the heart of the great- 
est paper buying area in the world make deliveries really fast. 


To save time say “Glatfelter.” 


P. H. GLATFELTER CO., SPRING GROVE, PA., Mfrs. 
THE PAPER YOU WANT wt yOU WANT IT 





















SUMMARY OF THIS ISSUE 
wT: EC T MAIL STs As a closer . . . let’s change Trends to Prophecies. Clip this list. 


PROPHECIES FOR DIRECT MAIL’S FUTURE 
Direct Mail will grow as a Public Relations tool of Management. 
Advertising Managers will take the lead in educating all consumer 
outlets to advantages of well-used direct mail. 


1,500,000 
BUSINESS MEN 


No — 


FOR MAIL ORDER AND 3. There will be more and better sales presentations. 
DIRECT MAIL SELLING 4. Realism—or good showmanship—will be used to a greater and 
* more effective degree in Direct Mail (with the “patent racket” 
These names represent men with responsible laughed out of the picture). 
positions in business and industry, mostly “ : ; , 
college educated, in the upper income 5. Direct Mail will continue to be a leading exponent and example 
groups with the ability to pay for quality of Truth in Advertising. 
services and merchandise. Many of the out- ; : ; ; , ; ; : 
standing mail selling organizations have 6. Direct Mail copy will continue to increase its efficiency as to clarity, 
successfully used these lists for several years. completeness and “ood taste”. 
* ~ ° ° ; 
7. There will be an increasing use of humor. 


For the industrial and trade advertiser, 
selections can be made by functions, in- 


aan 
ww 
. 


Direct Mail will be in the forefront in design for all advertising. 


eg void ee ee 9. Direct Mail will soon be, if it is not now, a more exact science of 
exclusively for their direct mail promotion. marketing than any other form of advertising. 
* 10. Relations between Post Office and direct-mailers (largest customer 
TO INCREASE YOUR MAIL group) will continue to improve. 


ADVERTISING RESULTS 


%* %* * 
phone or write 











DIRECT MAIL DIVISION Note: This analysis of trends in Direct Mail is not “patented” or copy- 
McGraw-Hill Publishing 6O., Ine. righted. Anyone can use part or all of it . . . without further fuss or 
330 West 42nd Street, New York, N. Y. bother about permission. We hope that it will prove helpful. 


ab... H. H. 





MAKE. 1* POSTAGE 
3-CENT JOB 


Thousands of pieces of mail are sent at 

the one-cent rate, but only a handful of 
them do a 3-cent job because THEY 
LOOK LIKE THIRD-CLASS MAIL which 
too often means “into the waste Lar- 
het UNOPENED!” 


CURTIS ‘POSTAGE REDUCER” ENVELOPES look 
like FIRST-CLASS MAIL ond thereby get more attention ond 
better advertising results. 
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Ti 1! 342 Capitol Ave. 1000 University Ave. 1814 E. 40t? St. 
e HARTFORO ' $T. PAUL CLEVELAND . 
GENTLEMEN: Send us samples of POSTAGE REDUCER Envelopes and ¢telf us more about 


increasing odver tising returns. 
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THE VERY 


*%** The public schoolmen are all in a 
dither lately about radio. In some of the 
larger cities and more articulate circles 
you can hear the educators rhapsodize on 
what radio is going to do for education. 
The big idea seems to be that radio will 
permit the smartest teacher in any grade 
or subject, to teach all the pupils at the 
same time, via a loud-speaker in each 
room. It listens good. 

* ** But there is another aspect of radio 
that doesn’t seem to have impinged upon 
the educators, namely, the way the quizz 
programs are showing up the products of 
common school, high school and college 
education. And even the producers of it. 
If you happened to be listening in on 
the Molle Shaving Cream program a few 
weeks ago, when five schoolmarms from 
New Jersey were pitted against five stock- 
brokers, you will know what I mean. It 
was really embarrassing to hear the teach- 
ers guess so badly. 

* *& * A new and clever quizz program that 
is being tested by American Oil Company 
in Youngstown, Ohio, is a concrete ex- 
ample. Five people picked from the audi- 
ence are asked one question each in the 
following subjects: Spelling, arithmetic, 
geography and grammar. The 
average for nine weeks was thirteen right 
out of the twenty-five questions. This is 
just about fifty per cent. Out of the first 
forty-five contestants one, a man, made a 


history, 


perfect score. There are no trick questions. 
* * * While I do think that the elite are 
a trifle fulsome in their admiration for 
the high intellectuality of the sensationally 
successful Information Please program, it 
is a swell program. But its success is due 
to high grade showmanship rather than 
high brow material. ... On the other hand 
when you compare the content of Infor- 
mation Please with the content of the 
drivel serials that are backed by the soap 
and food industries and which take up 
almost all of the morning five days a week, 
you just have to wonder how they can 
continue to prosper, as some of them have, 
for years. 

* *& * The people as a whole are undoubt- 
edly simple. Radio recognizes this and 
sells two hundred million dollars’ worth of 
time on the air annually. But the comic 
strip artists were way ahead, say twenty 
years. 

* &* Radio has been built by showman- 
ship, and showmanship is almost invari- 
ably simple. In fact you might say that 
the reason people like showmanship is that 
it is simple. Showmanship is just a generic 
name for letting people feel superior to 
the clown or comedian, or for letting them 
participate in the triumphs of the hero or 
the discomfiture of the villain; and this is 


IDEA, 


by Sam Slick 


just a roundabout way of being superior. 
* *&* Radio should teach all advertising 
men the high value of simple showmanship 
and simple emotional appeals. The essen- 
tial simplicity of even educated people is 
proved by the appeal of stunts and gadgets 
in direct mail. After all, none of us are so 
intellectually gigantic outside of our spe- 
cialty. 

*%** There is a lot of pessimistic talk 
these days about the possibility of a wreck 
of civilization. But history should teach us 
better. After all the Byzantine Empire was 
probably the silliest serial story in all 
human history—but it lasted for over ten 
centuries. And civilization in Europe sur- 
vived a war that lasted thirty years. Twice, 
in the sixth and in the twelfth centuries, 
the Black Death killed off one-fourth or 
more of the whole population of Europe, 
but civilization did not perish. It took quite 
a beating, of course, but it pulled through. 
*** I’ve been cogitating a little on the 
subject of “media” as a singular noun, and 
I now see that the crusade might as well 
be called off. We simply cannot take a 
Latin plural and leave it alone. Media 
is has simply joined data is. There is 
no help for it. ... Yet I cannot help mar- 
veling at the fact that men who couldn’t 
possibly bring themselves to say “I casted 
my vote for him” have no trouble in say- 
ing “the program was broadcasted on the 
blue network.” 

*** Which reminds me that an old 
timer is a fellow who can remember when 
every sign painter had a right to put his 
firm name in the corner of even the most 
expensive gold sign, in letters big enough 
to be read from the sidewalk. 

***In a long life largely devoted to 
reading print, [| have seldom encountered 
a more satisfying sentence than this: “I 
do not know whether a hundred years 
from now it will be considered to our 
credit or discredit but it is nevertheless 
true that, to an impartial observer, many 
of the most beautiful examples of sixteenth, 
seventeenth and eighteenth century books 
have been designed and made in the 
twentieth.” The utterance was made by 
Monroe Wheeler who was one of the jur- 
ors in the selection of the 1939 Fifty Books 
of the Year. The opinion expressed by 
Mr. Wheeler is that of an expert—and the 
reason that it is so satisfying to quote 
it is the simple fact that I have been say- 
ing exactly the same thing in this light- 
house of learning, for the past fifteen 
years. Just the same I cheer loudly for 
Paul A. Bennett, for The Linotype News, 
and for The Mergenthaler Linotype Com- 
pany for giving Mr. Wheeler’s remarks 
publicity. Nobody can accuse any of these 
people of having an ax to grind. Only, 
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For little as $2 a month you can 


OWN A HOME 
AMID ORANGE TREES 


Choice Florida property —BOOMPROOF — for your old age. 


Immediate use arranged. Payments like savings bank deposits. 


Home-acres, any size to suit you, 
from one acre to ten acres only. 


In heart of Florida, 20 miles north of lovely Orlando. Only 
few hours’ drive to most everything including fresh-water fishing 
and salt-water bathing. 


ideal sunshine. Healthful climate. 
Year-round temperature averages 
68 to 72. 


Unspoiled country. High-rolling with fine oak and pine. 
Splendid water. Rich soil. Excellent orange groves on all sides. 


Homeacres, however, sells select 
private use only. Not for commercial 
fruit growing, farming or any busi- 
ness nor any kind of speculation. 


In all-year-round Florida, the mutual protection of a coming 
community of homes among a multitude with similar tastes, 
sympathetic ambitions and practically identical investments. 


For full particulars, without delay, write to 


W. W. DANIELLS . EUSTIS, FLORIDA 


HOMEACRES 


ben K. M. G. 
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END us a sample of your present 
letterhead and let us quote our mass 
production price for quality work on any 


quantity in which you usually buy. 


perhaps, of taking a long time to make up 
their minds that printing has paid its debt 
to Lafayette Gutenberg, and as the dough- 
boys put it, “where do we go from here?” 
*x%*xx* Only students of the history of 
printing know it, but imitativeness came 
in with old Johann himself. Though he 
was inaugurating one of the great revolu- 
tions of all time, Gutenberg strove to make 
his Bibles look like hand written manu- 


scripts, and to this day the initial letter 


at the beginning of chapters are vestigial 
survivors of the hand drawn and _ illumi- 
nated initials that were put into the earliest 
books to make the purchasers think they 
were getting a hand-made, and not a me- 
chanical product. Thus the very first print- 
ing began as a kind of counterfeiting and 
I have met a number of highly honored 
craftsmen in the printing arts whose great- 
est joy was to print halftones from etch- 
ings so well that only a microscope would 
tell the truth, or who thought it a great 
achievement to print aniline colors from 
plates and then wet the job and put it 
through a clothes wringer so that the fin- 
ished product looked like a hand-colored 
specimen. 

*%** And while we are on the subject 
of traditionalism and antiquarianism this 
is a good place to point out that all biol- 
ogists agree that senescence in the indi- 
vidual is always marked by increasing 
tendency to live in the past. Biologically, 
printing is senile. Senility weakens the 
interest in and memory for recent events 
but does not impair the recollection of 
remote happenings. . . . If there is any- 
thing in the analogy, nearly everything 
and everybody is senile. Certainly these 
states and the inhabitants thereof are prac- 





Where Else Can You Buy 
LETTERHEADS Like wis 


for $T 10 4 Thousand! 


are surprisingly low. 


Our Letterhead Clinic will re-design your 
old letterhead, if you wish, and submit 











ots ; . ; ketch . — 
specialize in the lithographing and offset “1 . * erent free and without obliga 
printing of letterheads and circulars em- ion, together with our quotation. 


ployed by mail users. We have a way of Find out about this unusual service. Send 
giving you what you want at prices that us your letterhead and let us quote. 





“A FRESH NEW _ DESIGN’ 
FOR YOUR LETTERHEAD 


See our offer in text at right 
No charge or obligation 


UNIVERSAL LITHO AND STATIONERY CO., CHICAGO, ILL. 
Dept. 24, 4311 Diversey Avenue 
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1863 ...Lincoln’s Emancipation Proclamation stirs 
the world . . . the Battle of Gettysburg turns the tide 
toward Union success... U.S. 5S. Grant captures Vicks- 
burg. 





1863...A man named Moss struggles on and on 
... working by day in somebody’s print-shop .. . work- 
ing by night in company with his wife... making plates 
—dissatisfied—melting them down to reclaim the metal 
and try again for better results... living in cheap board- 
ing-houses... hanging up the landlady because they'd <a, 
spent their rent- -money for new metal... always on the halls, 











verge but never quite reaching. And finally — 
























1867 ...Moss makes a finished series of printing 
plates that actually parallel the results achieved here- 
tofore only by wood-cut artisans. And those first metal 
plates ... cast from lead moulds... five years in the 

making ... were the actual beginnings of photo-engrav- 
ing in America. . . forerunner of the modern art of 
TH 


printing .. . first great forward jump in modern adver- 
tising . . . true beginnings of a great tradition .. . and 
today ...in 

0 ¥i Tg 

- fi a 

_l Ji a wan\\ their printing problems in utter confidence that a proper 

. Oa \\ solution will be worked out to their advantage ... and 
(ie Seeeem\ to the glory of the product they are selling. 


1939 ... this tradition is carried on in the shops of 
PIONEER ¢ MOSS wwe. 


Pioneer-Moss Inc. . . . lineal descendant of the house 
that was founded by this man named Moss... where 
users of printing plates ... great and small... bring 

a || a | PHOTO-ENGRAVERS 
| 460 WEST 34TH STREET, NEW YORK 
MEDALLION 3-0440-1-2-3 
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I’VE BEEN TOLD that I’m a lucky devil to have 
even a few clients that I really ENJOY working 
with. Have always believed that BEST work isdone _ 
when there is harmony and understanding. But even | 


tically nutty about ancient history, all 
kinds of antiques, and anything but the 
present. 


*& *& & When you examine the literary scene 
the evidences of senescence are overwhelm- 
ing. What have been the best sellers for 
the past ten years? More than half of 
them have been historical novels. Next to 
fiction the two largest classes of books 
published each year have been histories 
and biographies. History is wholly con- 
cerned with the past; and biography is 
almost wholly about people who have been 
dead and gone a long time, most of them 
so long that even earlier biographies about 
them have been dead and gone a long time 


too. 


* ** Senility in men and women is a 
living in the past and a flight from the 
present. The most alarming thing about 
public opinion in this country today is its 
retreat into the past for answers to prob- 
lems of the present. The merest sugges- 
tion that the problems that face us now 
are entirely new, and that however wise 
the forefathers were in their own day their 
dead opinions cannot guide us now, is 
enough to throw the average antique col- 
lector into an almost epileptic seizure. 


* *& *& Some wise guy once remarked that 
the lesson that history teaches is that 
history does not teach. 





The cost? 
salary of a shipping clerk—depends entirely on 
how much time it will take to do a good job. Of 
course you will want to see some of the work I:am 
now doing . . . When would be the best time for 

_ me to come over? | 


WALTER KOCH 


DRAMATIZED ADVERTISING 
7 West 45th Street, New York City 





*x**It is true, of course, that the per- 
centage of middle aged and elderly people 
is rising rapidly. One of these days, unless 
the elderly display more sense than they 
are now displaying, they will be in a real 
jam. It is not at all likely that the younger 
forty percent of the voting population will 
let the conservative and senile run things. 
What the old folks ought to be doing now 
is exactly the opposite of what they are 
doing. Instead of regarding their remain- 
ing years as a period in which to reminisce 
interminably about the good old days, they 
should be asserting their right to a share 
in the future which their earlier effort 
is bringing about. Instead of acquiescing 
in senility and anecdotage they should get 
mad and burn all the libraries, smash up 
all the antique shops and inflict the death 
penalty on anybody who is heard saying 


“T remember when ag 





*x** The latest attempt to get the con- 
sumer and the producer together for an 
understanding was held early in April and 
was called the first National Conference 
On Consumer Education. It was held at 
Stephens College, Columbia, Mo., and 
seems to have been more fun than a pic- 
nic; and just about as informative. 


* *&* There has not been very much ac- 
tual thinking applied to the subject that 
all of these conferences profess to be con- 


my best friends tell me that this is expecting too 
much. They tell me I am looking for “UTOPIA”. 
O.K. . . . why not... I’ve found half of it! 
(Meaning the six clients I have—names on re- 
quest.) This message you are reading seeks to find 
the other six! 
are a matter of struggle, strife and stench... 
there ARE also businesses that thrive on joy, jovi- 
alty and jolliness, and that also make “JACK”... 
($)! True... these may be in the minority ... 
but it’s the minority I’m after. 
. HEAD of such a business, making a worthy prod- 
uct and finding JOY in it, I’d like to create my 
Original, Dramatized, Sales Advertising for that 
product. The medium doesn’t matter ... it might 
be post cards—-posters—Sat. Eve. Post Page or sand- 
wichmen ... the MAIN thing is to make sales! 


You buy my services on a monthly retainer basis 
for the year. 


Admitted that lots of businesses 
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Announcing eae 


A COURSE IN DIRECT MAIL 


Personally Conducted by Leaders in the Field 


What would you give for an hour’s heart-to-heart talk on your Direct Mail problems with 
renowned Direct Mail authorities such as those listed below? What would it be worth to 
you to get their frank criticisms of your work; their suggestions as to how it could best be 
improved? Many a business concern would gladly pay these famed experts from $100 to 
$1000 to analyze their problems and show them the right answers. Would it be worth $25.00 
to you to get the personal instruction of twelve such authorities? 


For the FIRST TIME... A practical, 
intensive course in Direct Mail... 
hy the successful men in it 


Henry Hoke, Editor of The Reporter with 
Postage and the Mailbag, will supervise all 
meetings and will make study assignments 
from material in Direct Mail Center. First 
hour, a summarized, prepared explanation of 
the assigned subject by the expert; an hour 
for questions; an hour for examination of 
material and personal consultations. 


1. TUESDAY, MAY 16th 

Definitions and Interpretations of Purposes, 
Uses and Forms of Direct Mail. Richard 
Messner, Brogle & Company, New York City. 
2. THURSDAY, MAY 18th 

Class Analysis of Letter Correction. Robert 
K. Orr, Wolverine Insurance Company, 
Lansing, Michigan. 


3. TUESDAY, MAY 23rd 

The Management of Direct Mail. Analysis 
of Advertising Managers Problems in cor- 
relating direct mail along the sales line. 
F. Rohe Walter, The Flintkote Company, 
New York City. 

4. THURSDAY, MAY 25th 

Principles of Mail Order and Direct Selling 
with formulas for successful testing. Frank 
Egner, McGraw-Hill Book Company, New 
York City. 

5. THURSDAY, JUNE ist 

Market Analysis — Questionnaires — and 
Selection of Prospects. Leonard J. Raymond, 
Dickie-Raymond, Inc., Boston, Mass. 

6. TUESDAY, JUNE 6th 

The Elements of Good Promotion. Hunter 
Snead, Electrical World (McGraw-Hill), New 
York City. 

7. THURSDAY, JUNE 8th 

Formulas for Good Copy (a construction 
project). Robert Collier, New York City. 
8. TUESDAY, JUNE 13th 

Word Clinic (finding the right slogans 
or talking points for individual students). 
Elmer Wheeler, New York City. 

9. THURSDAY, JUNE 15th 

Originality of Ideas and Continuity. Jack 
Carr, Lutz, Florida. 

10. TUESDAY, JUNE 20th 

Fundamental Principles of Design for all 
Forms of Direct Mail. William Longyear, 
Pratt Institute, Brooklyn, N. Y. 

11. THURSDAY, JUNE 22nd 

Straight line Direct Mail with approach to 
customers of retail outlets. Jules Paglin, 
Porter's, New Orleans, Louisiana. 

12. TUESDAY, JUNE 27th 

Analysis of Production and Mailing Meth- 
ods. Edward N. Mayer, Jr., James Gray, 
Inc., New York City. 


Final examination amd ‘‘Review of Trends’’. 











The need for a practical, personal course in Direct Mie:l has been evident for a 
long time. The Reporter has finally outlined the basic fundamentals and has 
brought together twelve of the most successful men in the whole field of Direct 
Mail ... every one of them an acknowledged leader in his own line .. 
one an authority known the country over. . 
contribution to the science of selling. 

Each of these famous practitioners has agreed with The Reporter to conduct 
one class of not more than 125 students (juniors in advertising departments and 
agencies; printing and paper salesmen, etc.) and to tell them clearly in detail 
the methods he has found most essential to success in Direct Mail work. Each 
will cover a different phase of the subject. Together they will give a complete 
course in Direct Mail such as has never before been offered. 

You have heard of all of these men; Richard Messner, who planned and de- 
signed the comprehensive chart of functions issued by the DMAA; Robert Orr, 
whose unique method of teaching business correspondence has benefited thou- 
sands; Rohe Walter, whose book “Effective Marketing” is in great demand and 
who was recently elected President of the DMAA; Frank Egner, whose books on 
Direct Mail stand as supreme authority; Leonard Raymond, counselor to many 
large organizations, whose authentic figures on Direct Mail volume appear in 
Printers’ Ink; Hunter Snead, who has inspired thousands to use sound selling sense; 
Robert Collier, who has sold millions of dollars worth of goods by mail and 
whose “Letter Book” is the “bible” of the field; Elmer Wheeler of Tested Selling 
Sentences and Word Magic fame; Jack Carr, who built a world famous letter 
writing business from a farm in Florida; William Longyear . . . teacher, author, 
crusader for a better understanding of the fundamentals of design; Edward Mayer, 
outstanding authority on Postal Regulations and mailing methods; Jules Paglin, 


expert in customer contacts for retail stores. What a faculty for a School of 
Direct Mail! 


. every 
. every one has made a distinct 


Available to a Limited Number 


The Course will be conducted in the Direct Mail Center from 7 P.M. until 
10 P. M. on the days scheduled. There is room for only 125 serious, fact-seeking 
people. To the first 125 persons who mail attached coupon (with check for 
$25.00) to The Reporter, we offer The Chance of a Lifetime to learn the basic 
fundamentals of Direct Mail. First Session starts Tuesday May 16, 1939. 








ne TEAR OFF HERE AND MAIL 


THE REPORTER 
17 East 42nd Street, New York 


Enroll me for your personal twelve session course in Direct Mail. 
I enclose check for $25.00 with understanding that if quota has been 
filled before my application is received, check will be returned. 
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Can be reached 
by phone at 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, 
Druggists, Osteopaths, etc.? Ne have 
complete mailing lists covering’ these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


Dentists, 


@ 100°, Accuracy Guarantee 

@ Prompt Service 

@ Dependability 
—ADDRESS— 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 
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\21@ Holland Ave., New York Ciy - 


__ARTIST 








Cartoons and Humorous ~ 


Sketches for Advertising 


Original ideas for direct mail- 
ing, trade publications, house 
magazines, advertising agen- 
cies, drawn in the modern man- 
ner by a nationally known comic 
artist. 


EGDON H. MARGO 











MAIL ADVERTISING SERVICE 














QUALITY plus SERVICE 


has been the watchword of 
The B. Brown Associdtes 
Twenty-one years experience serving 
“hard to please” direct mail adver- 
tisers. Complete direct mail campaigns, 
or any part of them. Addressing 
(typewriter, handwriting, Addresso- 
graph) Multigraphing. Flat Bed Proc- 
essing. Imprinting. Letters filled-in per- 
fectly. Folding, enclosing and mailing. 
cs 
The B. Brown Associates, Inc. 
480 Lexington Ave., New York, N. Y. 











Wickersham 2-7380 








MAILING LISTS 
Boyd's City Dispatch, Inc. 


EDGAR J. WILLIAMS, Pres. 
114 East 23rd St., New York, N. Y. 
*GRamercy 5-4600 
. 


MAILING LISTS: 


Trade, Professional, Residential. 

Men and Women of Wealth. 

Manhattan, Metropolitan Area, 
all parts of U. S. 
Established 1830. 








CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 








ADVERTISING AGENCIES 





Sell your product through agents, mail 
order. Advertise newspapers, magazines. 
Publishers’ rates. Snappy layout your inch 
advertisement $1. Martin Advertising 
Agency, 171P Madison Ave., New York. 


CASH MERCHANDISE BUYERS 








We Buy for Cash—Advertising goods with 
some merchantable value, Paper Goods, 
Envelopes, Blotters, Pictures, etc. Submit 
samples and quantity for prompt consider- 
ation. Fantus—440 No. Wells St., Chicago. 





HELP WANTED 
REPRESENTATIVES WANTED by well 
known producers of custom-made—but in- 
expensive-—announcements, statement en- 
closures and postals in pochoir color pro- 
cess (practical even in small quantities). 
Fair commission arrangement; exclusive 
territory. Direct-mail experience important. 
REBA MARTIN, INC, 145 W. 45th St., 
New York City. 








HOUSE MAGAZINES 





Contact customers and prospects with 2- 
color, 6 x 9 monthly house organ that de- 
velops immediate businéss. Something 
you'll be proud to send out under your 
name. Large space for advertising. <A 
proven sales builder. Lowest prices, 500 
copies, $10; 1M, $15. Get sample. Crier 
Publ., 1840 E. 87th St., Cleveland, Ohio. 





A thing isn’t cheap just because it doesn’t 
cost much! My little eight-pages-and-cover 
syndicated house magazine is good-looking 
and one you'll be proud to have bear your 
firm name. Titled for you with two pages 
for your advertising, it will do a consistent 
business-creating job. . . . Samples gladly 
to executives.—Jerry Fleishman, 606 Mer- 
cantile Trust Building, Baltimore, Md. 





LETTERS 


CHECK WITH WEBSTER—you’'ll see why 
we call them GRAPHIC. 


graph’ ic a. vividly descriptive. 





For information about Graphic letters, with 
a fresh, friendly approach to prospects, 
customers or dealers, write on your letter- 
head to GRAPHIC LETTERS, 545 Indus- 


tries Building, Dayton, Ohio. 





MAILING LISTS 


Ask for our Catalog of Mailing Lists; 6,270 
different classifications listed; number in 
each and price shown. If interested, ask for 
our Stockholders and Bond Buyers Price 
List, 1,600,000 Stockholders in over 1,000 
corporations. TRADE CIRCULAR AD- 
DRESSING CO., Inc., Established 1880. 
21914 West Madison Street, Chicago, IIli- 
nois. Franklin 1182. 


ARE YOU INTERESTED? The names 
and addresses of Owners of buildings in 
Chicago and suburbs are now available for 
less than % a cent a name. Comprising the 
wealth and buying power of one of the 
greatest markets in the country. For Sales 
Promotion this Property Owners Index will 
prove invaluable. THE CHICAGO REAL 
ESTATE INDEX CO., 308 W. Washing- 
ton Street, Chicago, III. 








cerned with. Just lately producers have 
begun to think that consumers may really 
get together among themselves or put 
cnough pressure on Congress for legisla- 
tion to make difficulties for producers. 
Some producers are therefore willing to do 
a little placating. But producers are a long 
way from admitting that production exists 
in order that consumers may be satisfied. 
Consciously or not, the average producer 
thinks of the consumer as existing in order 
that he may produce. 

*** Another fallacy that vitiates most 
argument on producer-consumer relations 
is that the consumer exercises a free and 
effective choice, and votes every time he 
buys. This, it is held, proves that consum- 
ers get what they want. But it is obvious 
that consumers can only choose from what 
is available to them. The mere fact that 
they accept what they can get is no proof 
that they are getting anything like what 
they would choose if it existed. In many 
fields there is enough community of in- 
terest among producers to restrain them 
from upsetting the applecart by bringing 
out new products that would entail a revi- 
sion of design or values throughout a 
whole industry. How important this pres- 
sure is can be shown by the fact that many 
producers have refused to sell to coopera- 
tives or to produce special lines for them, 
even when assured of important and desir- 
is that if 
the producers did so they would be boy- 
cotted by the jobber and retailer asso- 
ciations. . . . So it is likely to be a long 


able volume. And the reason 


time before consumers and producers get 
together. 


Sam Slick 





PHOTO-OFFSET 
EVERY ONE OF THE 25 major forms of 


Direct Advertising listed in last month’s 
Reporter can be reproduced at lower cost 
by our improved Photo-Offset Process! No 
typesetting or engraving necessary! Half- 
tone proofs or line drawings at no extra 
cost! ! All sizes supplied. 500 copies 
(8144x11") $2.63; additional hundred copies 
only 22c. Even lower prices for volume 
purchasers. Request samples. LAUREL 
PROCESS, 480 Canal St. N. Y. C. 
WaAlker 5-0526. 








SALES LETTERS 
LESTER MEYERS, sales letter specialist 


with diversified experience is still writing 
sales letters that produce “mighty oaks 
from little acorns.” 112 East 17th St., New 
York. Phone GRamercy 3-1833. 








Letters worded to sell anything worth buy- 
ing. Name your business and request evi- 
dence and estimates. Jed Scarboro, 10 Wet- 
more Ave., Maplewood, N. J. 





STOCK CUTS 


LITTLE BLACK CUTS, inexpensive, put 
punch in ads. and printed matter. Send 
address. Harper’s, 283-a East Spring, Co- 
lumbus, Ohio. 
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